March 1956 


THE REPORTER OF 





Salute To 


See Page 14 














This is it! All the mailing list compilers on God's green earth can’t duplicate electronic 
selection! Old fashioned compilation methods are on the way out at Ponton’s! IBM electronic 
list-compiling equipment is on its way — with more coming fast! That's progress! That's 
eliminating the element of human error! 


Now—you can avail yourself of a totally new automatic process of mailing list selection 
and maintenance. Now — unexplored sources of new business can be yours. Wider coverage 
per list by Ponton makes this possible. And no other mailing list compiler can match this 
service! 


Take advantage of timely progress. It was never before possible with obsolete “hand- 
picked” list selection. Ponton has combined the quality of its mailing lists with the natural 
electronic ability of IBM equipment, so that you get better and greater list coverage! Put 
your finger on the one source of accurate, electronically controlled mailing lists. It’s Ponton, 
naturally! 


PONTON 








when it must 
speak with 


authority... 


it should 


be on 


\ Atlantic Bond! 


Leaders of industry demand a 
paper that lends importance to 
the message... makes a good 
impression. That’s why so many 
depend on ATLANTIC BOND. 


ATLANTIC BOND is the 

genuinely watermarked, # 1 Sulphite 
Bond... first in its field 

in sales... first in performance. 
ATLANTIC BOND’S greater 

bulk and stiffness mean smoother 
running. Impressions “take” better... 
look sharper, clearer. And ATLANTIC 
BOND is moisture-controlled for dimensional 
stability ... assuring more accurate 
register on every run. 


Follow the leaders and make every job have that 
“important” look. Run it on ATLANTIC. 


EASTERN 


Reproduction Department, 
U. S. Stee! Company 


EXCELLENCE 
IN FINE PAPERS Products of Eastern Corporation, Bangor, Maine - Manufacturers of Quality Paper and Pulp 


Mills at Bangor and Lincoln, Maine - Sales Offices: New York, Boston, Philadelphia, Chicago and Atlanta 
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BUTLER BROTHERS | s#oxr nores 
TIES MAIL REED-ABLE COPY—hy Orville a | 


DIRECT MAIL DIRECTORY . 


10 TIMES FASTER DIRECT MAIL DAYS DOCKET . 


“We tie out as many as 100,000 PERSONALITIES IN THE NEWS . 
pieces of mail a day .. . and do it 
10 times faster than by hand-tying,” MY MAIL ORDER DAY—hy Jared Abbeon 
says Miss K. Bryant, Service Depart- 
ment Supervisor of Butler Brothers, 
one of the world’s largest distribu- FEATURES 
tors of general merchandising. a 

Mach help move thi THE ‘MAN WHO RODE A HOBBYHORSE 

— , TO SUCCESS —hy //. H 


HOW MUCH DO YOU REALLY KNOW 
ABOUT TESTING?—/hy William A. Doppler . 


» tight HOW AN EXCLUSIVE RETAIL SHOP 
of twin USES DIRECT MAIL. . . SUCCESSFULLY—/y /lavel Shurtleff 


mt fully approve 
ENTHUSIASTIC REACTION! 
THE POSTAL SITUATION . 





QUESTIONS AND ANSWERS ON THE 
NEW COMBINATION MAIL SERVICE . 


Henry Hoke, Editor Henry Hoke, Jr., Publisher 


M. L. Strutzenberg Joseph K. Ross 
Dept. #D- 
oa _— ~y- ws “a Business Manager Midwest Advertising Manager 
ncennes ve. 
Chtenge 20, 1M. } Dudley Lufkin F. Stern H. L. Mitchell 
Gtt THE WHOLE story Field Editor Circulation Western Advertising Manager 
~ 


Send today fer this fect-poecked 

booklet, which illustrates the 

mony edventages of Bunn Tying 

Machines. There is ne obligation, The Reporter of Direct Mail Advertising is published monthly by The Reporter of Direct 


MAIL THIS COUPON NOW Mail Advertising Ine at Garden City, New York. Re-entered as second class matter 
at Post Office at Garden City, New York, under the act of March 3, 1897. Copyright 

1956 by The Reporter of Direct Mail Advertising Inc 

' B. H. Bunn Co., Dept. Rd-26 

7605 Vincennes Ave., Chicago 20, Il. 

Please send me a copy of your free booklet 

which shows how Bunn Machines con sove 

fime and money in my business. 


SUBSCRIPTION RATES: United States, Possessions and Caneda: $6. one year, $10 
two years, $15. three years. Fifty cents per copy. All other countries: $7. one yeor 
$12. two yeors, $18, three yeors 
Midwest Sales Office: J. K. Ross, 670 N. Michigan Ave., Chicago 11, Ill. Tel: Mohawk 
4.4776. Western Sales Office: H. L. Mitchell & Associates, 3087 Saturn Ave., Huntington 
Park, Calif. Tel: Ludlow 5.4668 
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The Reporter is independently owned and operated. in addition to thousands of 
regular subscribers, all Members of the Direct Mail Advertising Association receive The 


Reporter as port of the Association service. $4.00 of annual dues pays for a subscription 
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Please address all mail to: The Reporter of Direct Mail Advertising, 224 Seventh 


Zone_._State. 
Street, Gorden City, New York 














George R. Bryant Co. 
MAILING LIST BROKERS 
75 €. Wacker Drive 
Chicago |, il! 


George R. Bryant Co. 
of New York, Inc 
595 Madison Avenve 
New York 22, New York 





BETTER QUALIFIED TO SERVE 


a a 
kinds... asa mailer... as a broker. Something 
each of our contact staff possesses. Means you 

can depend on recommendations from our “Jack” 
Maher. For Jack can look back to his 14 years 
with the book publishing house of Wm. H. 

Wise & Co... . . to a 50,000,000 piece-a-year opera- 
tion. Not a problem he hasn't countered in 
Me A a 
list to others. Use his experience. You can 
count on it. 





MICHAEL J. "JACK" MAHER 





TURN MAIL BAGS 
TO MONEY BAGS 


... with these colorful new 
COLUMBIA ORDER AND 
REMITTANCE ENVELOPES 


Don't leave the crucial “closing” 
part of the sale to chance! Colum 
bia's appealing order blank and 
remittance envelopes are helping 
hundreds of successful companies 
increase returns. They come in all 
colors, and Columbia's experienced 
creative staff helps you obtain 
exactly the right copy and effect 
for your product. Test Columbia 
envelopes on your next mailing 
Delivery is fast and the price is 
right, too—send for samples and 
prices today! 


Complete Creative and Printing 
Service, Quick Delivery From Stock 
on All Standard Sizes, Styles, 
Colors and Textures of Envelopes 


102.55 ~ 
oo ~s— 
77" = COLUMBIA ENVELOPE CO. ~~, 
2019 N. Hewthorne $t., Melrose Pork, Ill 
Please send me 
[ free sample order and remittance 
envelopes 
[) the new Columbia Envelope Buyers 
Guide 


Nome 
Firm 


Address 
City Zone State 


teeta 
a 
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We welcome your direct mail ideas and news items for this department. Send all material to 


Short Notes Deportment, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y. 


QUITE A FEW COMPANIES are 
making good use of the new postal 
regulation allowing more than one 
window in envelopes (see Short Note, 
page 9, December ‘55 Reporter). One 
of the first to take advantage of it was 
Menlo Park, 


Calif with a round die-cut show- 


Lane Publishing Co.., 


ing part of a colorful circular inside 
Mail-Well Envelope Co., 2136 S.E. 7th 
Ave. Portland 14, Ore. 
time promoting the new ruling. Cur- 
rent issue of their publication, Mailing 
Methods, was devoted to a feature on 
window envelopes. Issue was mailed in 


wasted m 


an envelope with die-cut advertising 
window around which printed 
shutters, flower pots, etc. made it look 
like a house window. And a recent 
Readers Digest subscription offer was 
mailed in double window envelopes 

one window showcasing a 3¢ stamp at- 
tached to return card inside. If you've 
used the new regulation, send us a 


sample 


— 
eee 


SPEAKING OF ENVELOPES 
Atlanta Envelope Co., P.O. 1267, At- 
lanta 1, Ga., mailed their 1956 AECO 
Calendars in envelopes printed with 
this startling message: “MR. POST- 
MAN—Go Ahead And Bend It If You 
Must We'll Send Another One!” 
Another line on the flap read: “There's 
An Extra Calendar Available For You 
On Request.” The “go ahead and bend” 
invitation was either a gimmick to get 
increased distribution of extra calen- 
dars or a smart bit of “psy- 
chology” to assure delivery of calen- 


dars in perfect shape 


_— 
eee 


THE AMERICAN PUBLIC RELATIONS 
ASSN. will hold its 12th Annual Na- 
tional Conference on April 4, 5 and 6 

at the Hote! Statler, Washington 
D. C. Highlights of the meeting wil! 


include sessions on PR research, inter- 





national PR, and “Your PR Career” 
sessions directed at college stu- 
dents who are being invited to attend 
the conference. For information, write 
to Conference chairman Eric Kalhurst, 
Suite 1013-1010 Vermont Ave. N.W., 
Washington, D. C 

—_— 

eee 


FORTUNE HAS DONE IT! The 
Advertising Promotion Dept. of Fortune 
magazine has just produced a sensa- 
tional 30-page booklet on “How To 
Build a Mailing List’. Edited for indus- 
trial advertisers, it outlines the best 
methods of compiling and maintaining 
and tells procedures 


mailing lists 


for dealing with the Post Office. Covers 
use of directories, list renting, testing, 
etc. Be sure to write Fortune’s Mer- 
chandising Dept.. 9 Rockefeller PI. 
N. Y. 20, N. ¥. and ask them for a free 
copy of this booklet. 


€ 
QUIZ OF THE MONTH 


What is a “nixie’? Can you des 
cribe not only what it means... bu’ 
tell an interested audience how | 
term was originated? Give up? 1 


to page 9. 
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ot fine lexl paper im clear, natual while with matching cover, for 
booklets, | i and pe | reporls. a - velvet omoelle. receplive 


surface AssuUtes peak press performance and a distinguished printed 


| ° °  * Shows ate a didlinclive Navajo Cows colevs. 
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SPRINCTIME IN SALEM. AN ETCHING BY SAMUEL CHAMBERLAIN 





New Booklet tells. 


How to 
Increase 


LETTER 
PULLING POWER 


write for your 


personal copy 


The effect of a personally 
typed letter cannot be de 
nied. A typewritten appeal 
of the right sort, on any 
worthy product or service, 
means success, The only 
question is, how can the cost 
be held down within the 
range of the item you are 
promoting? <Auto-typist 
provides the answer. 


How to use individualized 
Auto-typist letters is thor 
oughly discussed in the 
booklet. Proven techniques 
of letter writing, follow-up 
and general correspondence 
are covered, also. Fill out 
the coupon to receive your 
copy. 


AMERICAN AUTOMATIC 

TYPEWRITER COMPANY 

Dept. 23 

2323 North Pulask! Road, Chicago 99, I! 


Gentiomen 

Please send me a copy of ‘Quantity with Quel 
ity through Aute typist Personalised Letters 
Name 


' 
‘ 
' 
' 
' 
' 
' 
' 
' 
' 
' Compony & Title 
' 
' 
' 
' 
' 
' 
* 


Address 
City lone Store 





COMMON SENSE IN LETTER WRIT- 
ING is a new book now available. We 
told you in the December, 1955, Report- 
er that it was coming along and we 
printed a digest of one of the chapters 
by William H. Butterfield, now execu- 
tive director of the University of Illinois 
Foundation, Urbana, Ill. We have had 
many requests for reprints or for per- 
mission to reprint. So Bill Butterfield’s 
new book demands attention and is 
valuable for internal training of cor- 
respondents. Price is $2.25 (instead of 
the advance estimate given in De- 
cember, Reporter). Copies may be ob- 
tained from The Interstate Printers & 
Publishers, Inc., 19 N. Jackson St., Dan- 
ville, Ill 

_— 


eee 


GOOD IDEA ADOPTED BY FRED 
BELL and his wife of Indian Rocks, 
Florida They are so busy during 
Christmastime filling gift orders for 
fruit that they don't have time to send 
our Christmas cards. So they wait until 
all the cards they receive have been 
read then send a card of thanks 
for the remembrance and wishing a 
prolonged Christmas spirit throughout 
the year 

— 
aed 


A CLEVER FELLOW OUT WEST 
has discovered a unique way of saving 
postage and/or of getting around one 
of the screwball postal regulations. This 
fellow is selling a stationery item which 
in lots of 100 weigh between ten and 
twelve ounces. The postal regulations 
provide that Third Class matter which 
weighs eight ounces or less can be 
mailed for 2¢ for the first two ounces 
and 1¢ for each additional ounce. But 
when the eight-ounce limit is exceeded 
even by a fraction, the mailing is classi- 
fied as Fourth Class and it is priced 
by the pound or fraction according to 
zone. Our friend in California found 
that it would cost him 32¢ to mail one 
of his 100 units from his plant to New 
York. So he therefore wraps 50 each 
in two separate packages for a total 
postage cost of 12¢ therefore saving 
20¢. He places a printed slip in each 
package telling his customers why he 
is mailing two separate packages in- 
stead of one since he is saving 
postage he can sell the product at a 
lower rate. We heard about it through 
Rachel Ormsby of Overhead Heaters, 
521 Fifth Ave. New York 17, N. Y 


THE PHOENIX FLAME, famous house 
magazine of Phoenix Metal Cap Co 
2444 W. 16 St., Chicago 8, Ill., edited 
by Harry (Hig) Higdon, has entered 
its 3lst year of publication. January 


1956 started a new adventure series 

with an issue devoted to Alexandre 

Dumas. After an absence of 15 years, 

Dale Nichols is back as the illustrator 

Hig never seems to run out of ideas 
JJ) 

BE SURE TO GET from your local 
Better Business Bureau the new book- 
let produced by the Boston Better 
Business Bureau, Inc. We tipped you 
off several month ago that it was be- 


ing prepared by Manager K. B. Back- 
man’s staff. The title is: Facts You 
Should Know About Earn Money at 
Home Schemes. In our opinion it is 
the best presentation yet on these rack- 
ets which have milked hundreds of 
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10 BOOKLETS 
TO HELP 
YOUR 
BUSINESS 


1 Dogs That Climb Trees by 
Henry Hoke ($1.00) 

could be called a textbook 
for beginners (of any age) in 
the use of the moils. But it's 
more like a personal adventure 
story . a sometimes floun 
dering adventure in business 

showing how one man 
undertook the job of learning 
through trial and error the 


fundamentals of direct mail 


y] How To Get The Right 

Start In Direct Advertising 
by Harrie Bell ($1.50) is 
the best ovtline for training un 
trained beginners in direct mail 
lore. It contains all the material 
used by Harrie Bell Phil 
adelphia printing executive 
during the years he taught 
classes at the Price School of 
The Poor Richard Club in 
Philadelphia 





3 How To Think About 
Direct Mail ($1.00) 

is a boiled-down digest of the 
famous 350,000-word, 24-sec 
tion training program which 
originally sold for $115.00. In 
five easy-to-read sections, gives 
basic essentials for the success 
ful use of direct mail. Used by 
number of colleges. Many busi 
ness executives hove used as 
a guide for training assistants 


4 How To Think About 
letters by Howard Dana 
Shaw ($1.00) is @ reprint 
of 13 thought provoking articles 
Unlike most textbooks on the 
subject it is easy to read 
and entertaining as well, One 
of its most important chapters 
deals exclusively with the con 
troversial subject “The Dangers 


of Testing 


5 How To Think About 
Readership ($1.00) 
explodes the 2 return myth 
with 125 case histories proving 
a) thet returns depend upon 
purpose and proposition; b 
that advertising value of your 
promotion is just as important 


as returns 





OR ORDER 
THE 
COMPLETE 
SET 
FOR ONLY 
$12.50 


How Direct Mail Solves 

Management Problems 
($1.00) is supplementary 
to the Readership study 
Premise is: direct mail isn’t 
worth considering unless it 
actually solves a specific 
management promotion, pub 
licity or sales problem. Study 
gives formulas showing how 
to analyze and develop plans 
Case histories of successful 
solutions. Business analysis 
chart alone is worth more than 


booklet’s price 








How Te Think About 

Production & Mailing by 
Henry Hoke ($1.00) con 
tains an ovtline for training 
production and mailing super 
visors and for determining 
the physical layout of produc 
ing and dispatching units. It 
gives newcomers and old-timers 
alike an orderly method of 
thinking about the most 
complicated phases of direct 
mail 





10 How To Think About 
Industrial Direct Mail 
($3.00) is the most am 
bitious of all Reporter feature 
studies—took months of survey 
ing theories, opinions and case 
histories of hundreds of prac 
tittoners in industrial advertis 
ing Final analysis groups 
problems ond answers into six 
understandable divisions. Avail 
able in 112-page booklet 


7 How To Think About 
Showmanship in Direct 
Mail ($1.00) shows that 
showmanship is the one ele 
ment most needed in direct 
mail—but 40 misunderstood 
What are the basic funda 
mentals? How can you analyze 
formats? What are six basic 
types of showmanship? Final 
wind vp gives description of 
the famous Yoon Yun campaign 
of Union Bog & Paper Co 
which contained every element 


of successful showmanship 





How Toe Think About 
Mail Order ($1.00) 
points out that Mail Order 
s just one kind or type of 
direct mail—but many of its 
principles con be applied to 
other types. Study succeeds in 
debunking a confusing subject 
Gives opinions of a score of 
competent experts in the field 

attempting to define The 
real secret of mail order suc 


cess”, 


TO: Reporter of DM Adv., Garden City, N. Y. 
PLEASE SEND ITEMS CHECKED: 


Dogs That Climb 
Get The Right Start 
About Direct Mail 
About Letters 


About Readership 


6. DM. Solves Management 
Problems 
About Showmanship 
About Mail Order 
About Production & 
Mailing 
About industrial DM 





MAC THE MAILMAN SAYS 


Speed Mailings, Save Money 


OUPLISNAP. 


Saves time! 


Saves money! 


They're a snap to use! 


@ Duplisnaps are carbon inter 


leaved. No carbons required! 
33 perforated, gummed labels 
to a sheet. Each label (2'\,” x 
1”) is large enough for a four 


line address 


Saves hours of typing Zo Bs 


4, 5 or 6 labels can be typed 


in one operation 
Labels typewriter-spaced for 
quick typing 


Labels perfectly aligned. Once 


you co-arrange the top edge of 
@ set with the aligning bar on 
typewriter no further adjusting 
needed 
One quick 
carbons intact 
and time-wasting hand sep 
arating is needed. No carbon 
smudges on labels! 


“snap removes 


Each sheet in a set is numbered 
in sequence on bottom tab 
simplifies sorting into groups 
which allows successive mail 
ings to be sent out in an orderly 
sequence 


For complete details send for your free 
copy of Speed Your Mailings with 
free samples 


SUREKA SPECIALTY PRINTING CO. 
558 ELECTRIC ST., SCRANTON 9, PA 


no tedious 





thousands of dollars from innocent vic- 
tims. The booklet itemizes the six 
major earmarks which are common to 
most of the racketeering schemes. And 
it also describes the eleven different 
types of racketeering promotions. Over 
the past years, we have had many in- 
quiries or complaints on this subject 
from direct mail people whose wives 
secretaries or friends have been stuck 
So get copies of this booklet and keep 
them in your desk for distribution to 
friends who inquire. We understand 
copies are priced at 10¢ each and are 
available in all local BBB offices 


— 

Pre 
MULTILITH & DAVIDSON duplicat- 
ing machine owners will find a lot of 
good production tips in a new catalog 
and price list published by Michael 
Lith, Inc., 145 W. 45th St., New York 
36, N. Y. Titled Advanced Techniques 
in Offset, Duplicating Plates and Sup- 
plies, its 48 pages contain a wide 
range of products for better reproduc- 
tion. Covers Copy Preparation Aids, 
Platemaking Supplies and Chemicals, 
Bindery Aids and Press Accessories 


— 
aed 


THIS iS THE TIME OF YEAR for 
new list catalogs published by list 
brokers and other list service compan- 
ies. Three of the best new catalogs 
crossing our desk last month were from 
McGraw-Hill Direct Mail Service (330 
W. 42nd St., New York 36, N. Y.); W 
S. Ponton, Inc. (44 Honeck St., Engle- 
wood, N. J.) and Dunhill International 
List Co., Inc. (55 E. Washington St., 
Chicago 2, Ill.). All are crackerjack 
directories helping to make list 
selection easier. Of course, there are 
many other new catalogs available 
but you can start bringing your list 
data file up-to-date by writing for these 
three 

—_— 


eee 


BANKS ARE HAVING A FIELD DAY 

with premium offers. Not long ago 
we reported a campaign by a Long Is- 
land bank, offering free books to get 
new accounts. Since then, many others 
have flooded the mails with all kinds 
of premium offers. The Franklin 
National Bank (with 20 offices 
throughout Long Island) is currently 
mailing thousands of self-mailers 
offering suburbanites a free Eversharp 


pen and pencil set for opening a new 
account. There have been many others 

indicating that premium offers (by 
direct mail) must be working well for 
banks 


— 
eee 


FIRST DAY STAMP COVERS are 
being packaged as a syndicated mailing 
piece by Ayer & Streb, 15 S. Ave 
Rochester, N. Y. The A-S service in- 


cludes steel engraved bond envelope 


with decorative design symbolizing the 
commemorative stamp issue, first day 
of issue stamp and cancellation mark 
from the city or town where it is is- 
sued. Price is 12¢ each on minimum 
order of 100. Write to A&S for a des- 


criptive folder and sample 


433 


THERE 1S AN OUTFIT IN TEXAS 
which isn’t doing direct mail any good 

sending out the kind of stuff which 
makes folks distrust direct mail. A 
double post card announces that the 
recipient has been nominated (as an 
established and successful homemaker) 
to serve on a 1956 panel of consumer 
judges. After this tricky and mislead- 
ing opening the recipient is told that 
in order to judge a merchandising 
scheme, she must purchase a set of 
stainless steel flatware service for a 
price which is claimed to be much 
lower than in retail stores. The ques- 
tions on which judging is made are to 
be included with the merchandise. Let's 
continue hoping that this type of decep- 
tive direct mail selling goes out of the 


picture in 1956 


rr 
eee 


A COLORFUL PUFF FROM POLK: 
Polk Bros. Central Appliance & Furni- 
ture Co., 2850 N. Central Ave., Chicago 
34, Ill., mailed businessmen a full pack 
of “Vogue” colored cigarettes to 
focus their attention on color television 
A filled-in letter from Sol Polk told 
recipients “These colored cigarettes by 
*‘Vogue’ represent our invitation to you 
to have a ‘Smoke on Polk’, while we 


take a moment to discuss with you the 
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challenge and promise of color televi- 
sion”. The discussion pointed out color 
TV's impact on merchandising and ad- 
vertising leading up to Polk’s offer 
to prepay both freight and installation 
charges on any set ordered. Complete 
with an RCA full-color folder enclosure, 
the package made an interesting pro- 


motion 


200 SALES TECHNIQUES are listed 
in a handy little folder published by 
Torgesen & Cutliffe, Inc. (advertising), 
31 16th St. N.W., Atlanta 9, Ga. The 
‘techniques” are thought-starters for 
producing sales idea List covers a 
wide range of elem © use in pre- 
senting your mpan resenting your 
product, et fou can get a copy by 
writing to the agenc’ above ad- 


dress 


PUBLICITY-WISE PRINTERS: When 
Bruce Bayne (left ind Leon Leigh- 
ton, Jr (right recently purchased 
Eastern Colortype Cor} in Clifton 
N. J., they didn’t settle for the usual 
ribbon-cutting ceremony. Instead, the 
publicity - wise duo got urprised 
Clifton Mayor John Surgent (center) 
to highlight the pla by slicing 


through a 52 76” pres heet 


putting the plant ; 9 Brighton Rd 
officially in busine Said modest 
president Leighton ribbon doesn't 
quite measure up t a printing plan 


dedication 


GENERAL ELECTRIC Lamp Div. is 
swinging a lot of promotion weight be- 
hind the popular non-fiction book How 
To Decorate And Light Your Home, 
published by Coward-McCann, In 
GE. donated service of Eugene W 
Commery, their residential lighting 
authority, and recommended past presi- 
dent of the American Institute of 
Decorators, C. Eugene Stephenson, to 
co-author the book for consumers. To 
promote book les retail price 
$6.75 per copy GE mai letters of 


recommendation to tail book 


MARCH, 1956 


neenah says: 


be subtle 
demand attention 
in your business 


letters 


by using 
old council tree bond 


a 100% rag paper by 


wld. 


You pay attention to 100% rag paper when 
it is used for money, stocks, bonds, 
policies, diplomas and legal papers. And you 
can’t help but notice a letter when it is 
typed on 100% rag bond such as Old 
Council Tree Bond. It subtly commands 
your attention. 


To plan business stationery that will 
be PREFERRED, ask your printer 


for a free copy of the “Neenah 


Guide to Preferred Letterheads.” 


_—+ 


reenah paper company «+ neenah, wisconsin 





Busy people do judge a 
book by its cover... 


Whether they realize it or not, busy people do judge a book by its cover. 
An attractive cover helps to catch your prospect's eye—helps get him in- 


side your sales literature. 


THE BRIGHTER BLUE-WHITE and choice of eight handsome colors of 
Hammermill Cover provide a sparkling background for promotion pieces 
give you a wide choice of ways to spark up your covers And there's a new 


bright white, available at slight extra cost, for “special effects” printing. 


CLEAN, COLORFUL HAMMERMILL COVER prints as well as it looks. Its firm 
uniform surface improves the appearance of both letterpress and offset 
printing. Strong, virgin fibers give sharp, even embossing. And its high 
bulk-to-weight ratio gives it important, “heavy” feel 

If you design your booklets for long-time use, Hammermill Cover's 
extra strength can give them added life. It takes repeated openings and 
closings without cracking at the fold 

Next time you re preparing a booklet or catalog, ask your printer to show 
you samples of Hammermill Cover. And remember, for a cover job, there's 


no paper like a good cover paper. The Hammermill Paper Company, Erie, Pa. 


pMMERAg, FOR CATALOGS + BOOKLETS 
"COVER 6 “inna 


BY THE MAKERS OF HAMMERMILL BOND 





stores and department stores, 900 tech- 
nical book stores, 1400 public libraries, 
1300 college and university libraries 
and 200 special libraries. In a coopera- 
tive mailing with the publisher, GE 
mailed more than 75,000 order circu- 
lars to utilities, electrical contractors, 
wholesalers, and others involved in 
light fixture sales. Reason for GE's 
dip into the book publishing bailiwick 
is that the book supports their home 


light-conditioning program 


A POSTAL EDUCATIONAL PLAN FOR 
ELEMENTARY SCHOOLS is contained 
in a 24-page pamphlet issued by the 
National Assn. of Postmasters. It is a 
good idea to get young people well ac- 
quainted with the postal system. If 
you would like to see what the Post- 
masters are doing along this line, send 
25¢ to the School Educational Com- 
mittee, National Assn. of Postmasters, 
in care of O. F. Hudson, chairman, 
Heber Springs, Arkansas. Or your local 
Postmaster might be willing to show 


you a copy 


“A MILLION WORDS & A MILLION 
DOLLARS Can Be Wasted—For The 
Lack Of One Good Merchandising 
Idea.” We like these words con- 
tained in a new booklet explaining the 
services of Arthur Price Associates, 
45 Park Ave. New York 16, N. Y 
Price is a Merchandising Counsel with 
a heavy direct mail background. The 
story of his accomplishments makes in- 
teresting reading proof positive of 
what sound merchandising programs 


can accomplish 


ANOTHER NEWSPAPER is getting 
on the direct mail bandwagon. Just 
learned that the Chicago Sun-Times 
has initiated a direct mail program to 
keep in touch with the retail adver- 
tisers (or prospects) in their territory 
The advertising department is using 
the syndicated Briefed house magazine 
published by Lee Tracy and edited by 
Henry Weiss at 400 Madison Ave., New 
York 17, N. Y. Sun-Times advertising 
appears on inside front, inside back 
and back covers. The rest of the 6 x 


9”, 34-page magazine consists of short 
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items for the busy executive of signi- 
ficant developments on the selling front 
digested from forty leading trade 
magazines. We hope this consistent di- 
rect mail effort will be successful for 


the Chicago Sun-Times. 


IF YOU'RE INTERESTED IN COLOR 
TRANSPARENCIES .. . write to Estelle 
Friedman Associates, N. Y., to get on 
the list for their series of six brochures 
explaining The Art of Color Transpar- 
ency Retouching. Series will explain 
the process, showing how clients can 
see what they’re getting before expen- 
sive reproductions are made. Friedman 
Associates also will send a convenient 
folder for filing the six brochures 
Their address is 141 E. 44th St., New 
York 17, N. Y 


HARSHE-ROTMAN, !NC., public re- 
lations masters at 8 S. Dearborn St 
Chicago 3, Ill., has published a beauti- 
ful report evaluating their pub- 
licity efforts for Martin-Senous Paint 
Co. Titled It’s The Millions That Count, 
the report shows the high level of ac- 
ceptance M-S gained with mass media 
editors, feature writers and commen- 
tators. Also points out how publicity 
backed dealers, distributors what 
it can do for the overall sales effort 
Harshe-Rotman really know thei 
stuff and how to sell it by direct 


mail, 


WE HAVE JUST SEEN the worst 
sales letter of the year. It was mailed by 
a chemical company in Missouri offer- 
ing a very selective list to other com- 
panies in non-competing fields. The 
letter itself was fairly well composed 
and the various individual copies were 
either automatically typed or very well 
filled-in processed etter However 
somebody forget to read proof and 
throughout the whole thing most of the 
“d's” were dropped. Not all of them 
but most of them. Made one of the most 
confusing letters we have ever rea 
with sentences such as We are con 
fient hunres of thousans of ollars in 
business can be had from this list and 
we” etc., etc. The whole thing sounded 
ridiculous and we ippose the Mr: 
Buchholz, who si “i the letter, i 
still wondering at response 
Or maybe he letters 


Contis 
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cee? 0 watehed Reply-O-Letter 





the 
reply-o-letter 


“I’ve known Reply-O since the days 
when they didn’t have the money to 
even pay for an ad like this. I like the 
way they do business. I like the way 
they never tried to get all the market 
would bear because they had a patent. 
Their customers, many of whom | 
know personally, like them, too, and 
respect their integrity. | consider these 
folks a credit to the direct mail fra- 
ternity. 

“Best of all, I like their product. | 
use it myself to get subscriptions and 


renewals, and I know it works.” 


co 


grow since 


it was 


a pup!’ 








says 
Mr. Direct Mail, himself 
HENRY HOKE, 


Publisher, The Reporter 
of Direct Mail Advertising 


write for 
FREE BOOKLET 


We invite tests of 5,000 
to 10,000 Reply-O-Letters 
from mail users who, 
when satished with the re 
sults, can then mail in 
larger quantities 

The booklet, “iT Was AN 
SWERS THEY WANTED” 
makes good reading for 
anyone who uses the mails 
Send for your free copy 
today 





THE REPLY-O PRODUCTS CoO. 
7 Central Park West 
New York 23, N. Y, 





Cover Story 


A SALUTE TO: 


THE MAN 


WHO RODE 


A HOBBY HORSE 


TO SUCCESS 


ry Wis is THE sToRY of a man who 

| rode a hobbyhorse to success 
Because the horse is celebrating his 
tenth anniversary this year, we think 
his creator deserves a cover salute 
from The Reporter. So Frederick | 
Gymer of 2123 East Ninth St 
Cleveland 15, Ohio, is hereby salu 
ted 

In recent years, there have been 
many stories printed about Fred 
Gymer, his fictional parade horse 
Jou and his “Let’s Have Better Mot 
toes Association . but none of 
them we've seen have given the com 
plete background picture It makes 
a rollicking yarn and deserves a 
place in direct mail annals. 

When Fred Gymer walks into a 
roomful of people he could easily 
he mistaken for a Methodist minis 
ter or a deacon of some sort. He is 
that sober looking. But it’s the usual 
atmosphere of the profes 
sional comedian. Most are worry 
fearing their skill will van 
ish Fred is no exception. Before 


off-stage 
warts 


explaining Joe's success, let’s do a 
quick biographical roundup to see 
what makes Fred click 

Fred was born in Cleveland, Ohio 
on what he calls the “wrong side of 
the tracks on October 29. 1894 
which makes him a comparative 
youngster in relation to this reporter 
who arrived just 29 days earlier the 
We emphasize the age 
because the question of age 


same month 


had a peculiar influence in the crea 
tion of ] oc 

Fred was the oldest of seven kids 
His father couldn't raise that flock 
on his $65-a-month pay so Fred had 
high school at the end of 
labels 


“self-educated man” 


to leave 
his first year. He gloomily 
himself as a 
Some of his early traits set a pattern 
for later success. He read everything 
he could get his hands on after he 
first heard of an institution called 
One of his first 


possessions was Bill Nye’s Boomer 


the “public library” 


ang, which gave him the first un 
glimmer of Joe. His 


conscious 


mother bought him a mandolin 
course but Fred's inherent lazi 
ness forced him to give that up be 
cause there were too many notes to 
finally finding the 


From this and 


the measure 
tuba much simpler 
other incidents of youthful laziness 
Fred developed a knack for ef 
ficiency methods which made him 
popular on some of his earlier jobs 
After his ore year in high school 
the future humorist jumped inte 


all sorts of night courses. Plaved in 


orchestras, worked as shipping clerk 
with a printer-engraver and got his 
first taste of the graphic arts. 

Way back in 1912 he got his first 
job in a Cleveland advertising 
agency which had decided to put in 
a direct mail department. Fred was 
issistant to the man put in charge 
Both knew exactly nothing about the 
subject and the department folded 
up within a couple of years. But by 
1916 Fred was 
agen ys president 

Then came World War |! 
which Fred says he won by playing 
a bass drum in the 112th Engin 
eers’ Band. He returned to Fuller 
& Smith & Ross but after two 
years decided he wanted experience 
on the client’s side of the fence. By 
that time he had decided to make ad 


assistant to the 


vertising his lifelong career. 
Between 1920 and 1940 Fred 
(;ymer alternated between agencies 
and ad departments of clients. He 
found that in most cases each had 
a low opinion of the other During 
vacations he studied life by playing 
ordinary 


in circus bands plain 


hoboing cooking on a canal boat 
doing unskilled labor in a dynamite 
factory, et 

In 1940 catastrophe struck. A fast 
talking associate got him to invest 
in a shaky manufacturing deal. The 
sheriff took over in six months and 
for the first time in his life Fred was 
out of a job. But not too worried 
But then the shock. 

On call after call 
employers told Fred he was “washed 
up” too old at 44 to be of any 
use Most of these 
around 60 themselves and displayed 
“Nothing takes the 


. “Age brings 


prospec tive 


“experts were 


mottoes such as 
place of experience” 
wisdom” . “It's what you know 
that counts” 

After seven months of unemploy 
ment. conniving employer paid him 
the princely sum of $25 a week un 
til he could “demonstrate his worth 
After six months of struggle Fred 
gave up when he found it was a 
brain picking stunt worked on othe 
“elderly job hunters” 

With World War II on the hori 
zon in 1941 . it was easier for 
older men to get jobs so Fred 
landed a fairly good one with a 
Many of 
illusions were 
bickering 
over whether to produce a catalog 
and what kind: with the 
impossibility of seeing the bossman 
long enough to get okays, et He 


manufacturer in Detroit 
his still-remaining 
shattered with constant 


or not 
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stuck it out three years and then media 
tried another advertising agency ; ing money on 
but his job as building superinten tion?’ He only 
dent gave him no opportunity to cal 
exercise his creative skill 


By 1946 


the advertising profession as he had bility of direct mail. 


seen it. Especially fed up with em 


ployers and clients who displayed 
Think” 


“This is my busy 


mottoes such as 
“Smile” or 


dav”. One of his former employers 


but why waste his remain 
unnecessary circula 
had about 300 logi first 
prospects for his hoped for 
shamless consulting 


he was fed up with when he became sold on the possi year 


something unusual. His past distast 
ful experience with motto-loving em 
ployers fell on him like a ton of toes He used no other advertising 
bricks. Why not kid the pants off 
the stuffed shirts 


had even written his own master clean fun along cynical, sarcasti 


business approach the new en 
terprise was sunk. But it clicked. The 
mailing received unexpected 
publicity and a number of good pay 
ing accounts At the end of the first 
(1946) Fred found he had 


landed $77 in writing business for 


service, That ~ 
He had to do 
every dollar spent on the promotion 


of Joe and “Let’s Have Better Mot 


He made ne “cold” sales calls 
poking good 
In 1947, based on his own experi 


piece which all the help had to dis lines at the so-called virtues of hard ence, he offered the motto idea to 


play, It read: “The life of an effec work, success, 


tive man or woman Is a progressive ete? 
series of demonstrations 
out according to a definite design im Have Better 
rhythm 
for climax”. Fred, in disgust, dis 
played on his office wall: “If you ing a screwball 


cant convince ‘em. confuse ‘em! The idea needed 


then fed up with sham, he de out of the dim past 


cided to go into the advertising busi 
ness himseif, on his own, alone. H: horse, appeared 
moved back to Cleveland and set up may have come 
shop with a used desk and chair ang or trom the 
a typewriter and no clients 


kKred wanted to advertise himse! 


regularly but how? As a life The first mailing 


long general advertising man, h misgivings 


naturally considered the general with a 


ambition, efhciency 


worked So the idea of 
Mottoes 
and with peaks well timed was born. It would 

monthly entertainment letters, enclos 
motto of the mont 


1 characte! 


forlorn, woebegotten 


if he had rue ssed wrorn 


flippant 


others after trademark and copyright 
registration. Only one fellow took 
fictitious “Let's it that year and is still using it. 
Association Others followed in the period be 
of tween 1948 and 1955. until Fred 
has about 40 firms (including banks 


be a serTics 


idvertising agencies, manufacturers 
lettershops and even a cemetery) us 
of experience a ing his syndicated monthly service 


Joe. the parad of a special letter and motto each 


Fred's desk. He month. In Mareh 1955 he resigned 


N\ves Boome his last client account (for writing 


countless parade . straight advertising copy) to devote 
which k red followed 


his drum or tuba 


the horse witl his entire time to Jon and the pre 
paration of the new copy. Some peo 


went out wit! ple think it's a snap job which can 


be dashed off im a couple of hours 


whimsical, non but with worrying Fred it’s a 





SOME TYPICAL AND POPULAR GYMER-CREATED MOTTOES: 


Accurracy is our watchword—we never make misteaks 
e 

Don't be silly—of course, I work here because I like it 
* 

Don't talk about yourself; we'll do that when you leave 
* 

I spend 8 hours a day here—do you expect me to work, too’ 
e 

If you can't convince ‘em—confuse ‘em 
* 

If you can’t understand it—oppose it 
. 


Keep your eye on the ball, your shoulder to the wheel, your 
ear to the ground—now—try to work in that position 


Money isn't everything but it's away ahead of whatever is 
in second place 


Money isn’t the best thing in the world. I just happen to 
like it best 
. 


My mind is made up—don't confuse me with facts 
° 


No reason for it—just company policy 
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Of all my wife's relations I like myself the best 
e 
Sorry I can't accept a raise. It would put me in a higher 
bracket 
e 
Think! Maybe we can dodge this work 
7 
Think! It may be a new experience 
o 
This job is more fun than making money 


What can you expect of a day that begins with getting up 
in the morning? 
o 


Work fascinates me—I can sit and look at it for hours 
© 


You have a perfect right to your opinion—provided it agrees 
with mine 
oa 


You're certainly trying—very trying 
* 
Your call has climaxed an already dull day 
se 
The Boss really isn't God—He just thinks he is. 
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full-time 


and creating humor 


serious job of digging up 


For those who are as yet unfam 
iar with the project well re 
print here the copy used in the first 
letter 


monthly 


introductory which sets the 


stage for the follow-ups 
They are processed on the letterhead 
of the 
signed by a 
‘Secretary of Let's Have Better Mot 


toes Association 


individual advertiser and 


company olhieial as 


Fill-in Salutatior 

Most businessmen 

wall and desk 
This i 


If you are armor that grou then wel 


come to the Lets Have Better Mottor 
\esociation The association unusual 
no duce no committees no merting 

penenament It exist only tor the 

pose of sending a monthly motto to 
ler anal i letter telling what the 
ociation has done during the month 


current motto i enclosed 


I he monthly mottoes you will g 


stuitalele lor wall display or «es 

They ridicule the virtues of hard work 
uces smbition and etheiency. They poke 
fun at situations which arise almost daily 
im every busine They say what you 
yourself would say if you had a printin 


pre in your ofhwe 


brom time to tiene you may have 
motto of your own If so, send it in and 
clistribn 


if your wlected for monthly 


fon you sutomatically become pre sideat 
of the association for one month. By the 
way the Board of Covernor of the a 
oclation frowns on inepirational and up 


hilt mottos 


\ pre sxient you are entitled to wear a 
large badge and a red sash. You will bx 
permitted to ride Joe the association 

parade horse, in the monthly parades of 


members Those monthly parade alway 


start and stop at spots where member 


may reset and refresh themselves 


All the monthly 


have plenty of space left for names 


follow-up letters 
of local people who are to be “credi 
ted” with inventing the slogan. For 
instance, here is a typical exampl 
mailed to all those participating in 
the Association 

Flattery will get you 
start talking.) 


‘ The card et 
closed read 


eormew here 


Fill-in Salutatior 
» often the Let's Have Better Mot 
iation gets behind the 8 ball 
t month a member whox 
as an also ran claims 
and unless we print it 
ut he will involve 


wmber in what is known 


ipso facto, in hoe erysipela 


money tor scul 


«sociation ha« 

court and ou, a* @ member, ha 
nt liability so, the problem will 
by printing that members mot 


to, making hir president and not men 


thoning hie rive section ’ claus 1? 
aragraph io y-iawe say we ma 
vient 

will he different 

not have to march or 
yarade horse, has borrowe: 
from ¢ I Talbot an 
ng fitted out with 
cubes and stuff 

Thus, member 

e at friends at the 
tape and bust into 
The parade forms at 


later that day 


mood will play 


through the 


contributions 


How should 1 knou 


ot thins Ty 


brother 


wersona BUT 


From Jack Jar 


/ he 


I Nelson ipplication for member 


hip wa turned down because he asked 
the size of Joe's take-home hay. The offer 
ot the 


executive vice president of the 


Socpety for the Suppression ot Long 


Wives and 


Daughters to combine with our 


winded Telephone Calls by 
Teen-age 
“iation was rejected because he is in 
monthly dues. W 


flavor ol collecting 


irown on dues 


That's about the end of this par 
ticular story the story itself goes 
on and on 

But Fred 
Mostly now 


He still has a pretty dim 


(,ymer continues to 


worry about his in 
come tax 
view of general advertising . . . but 
is one hundred percent sold on di 
rect mail. Especially for low-pres 
sure selling 

Probably 
the late Jack Carr who back around 
1920 


Fred Gymer never met 


discovered and/or developed 


his “Cordial Contacts”. His was low 


Just hur 
orous, story-telling letters building up 
contacts Jack had just 
about the same experience to fit him 
for the humorist role. Behind both 
efforts the theory 
by Fred Gymer) is 


pressure disguised selling 


friendly 


(as ¢€ xpre ssed 
“yu here all 


} 


legitimate competitors fealure tite 


‘aie good service price and qual 


ity. the order woes to company and 
salesman on friendliest terms with 


the prospect 
lred’s 
promoting Joe can be 
credited to wife Hilda 


1923) with whom he lives quietly in 


We suspect that some of 


SUCCESS in 


' married in 


their home when they are not junket 
ing to California, Florida, Chicago 
New York or othe 
Hilda is a rare story-teller in het 
cant get Fred to 
looking off into 


space and groaning at life in gen 


business areas 


own right but 
laugh when he = 
eral. They have two sons, 30-year 
old Warren who is a draftsman-en 
gineer and 23-year-old Roger. study 
ing for a Ph.D. degree in chemistry 
al the Minnesota 
Neither son seems interested in the 


Lniversity of 


advertising business vr in joe 
who has now been modeled in pores 
lain and papier-mache for display 
in Fred's office and the ofhices of his 


syndicate users 


This cover story is slightly dif 
ferent from those of the past but 
we thought youd all be interested 
in this account of a tenth annive 
sary and the struggles which brought 
unconventional 


about an develop 


ment in direct mail 


The only 


is you don't have to be afraid of 


moral we can discover 
using humor in your promotion if 
you use it wisely. But maybe I'd be 
thrown out of the association for 
even sugvesting such a serious 
thought 

Next time you meet the sober 
looking Fred DMAA 


convention, join us in this salute 
You might even get him to smile. @ 


(,ymer at a 


mOoOPrpzrwsy ZO moO 
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Do you consider the Mathematical Laws? 


HOW MUCH DO YOU REALLY 
KNOW ABOUT TESTING ? 





by William Arkwright Doppler, 


ant 


Vanage ment ¢ . 


Reporter's Note: Direct mail tests. or rather reports of tests have taken considerable round wort! 


ponning in the last few years Especially so in the January 1956 Reporter, where most of round That give 


the experts voiced the opinion that reports of tests were mostly a lot of bologna, et ive twice t many 


Most of us have been guilty at one time or another of passing along worthless information re I am entitle 


which seemed to prove that one technique was better than another when there wasn't hould he $12 


difference in results to warrant any conclusions. The trouble is the test 
J 


enough 
revur 


eretore 
know mathematics period. So we asked our friend, Bill Doppler, to try to Pherefe 
‘ y | y Ihe $24 


reporters, in their enthusiasm, forget that there are such things as mathematical laws. Or 


they just don’t 


explain. it in simple terms which would be understandable to the average layman. You'll 


find the result of his labors here. It may be over the heads of some of you but it's 


needed for the records. To the fanatical testers and test reporters t may give some 
to Bill and send us a copy a ) ettin loo much o 


much needed new light. If there are any arguments, direct them { 


had played another 


don't know him William Arkwright Doppler is a Ph. D. and former ' 
oune did not play would 
has 


For those who 
fact, Bill's grandfather taught mathematics to Einstein. Bill 
Had won the 
After 
, Had lo 


student of Doctor Einstein. In 
been all over the world and con talk at the drop of a hat on practically any subject 
! our 


connected 
] 


TB, which interrupted a successful business career, he became 
ue 4 4 anclsowe would 


a serious bout with 
with the Tuberclosis & Health Association activities and was New Jersey state director for | 
e pul herelore, undet 


@ number of years. He is now a management consultant and doing very nicely. Ever 
circumstance i entitled to “w 


f you are not vitally interested in testing, you should get a kick out of Bill's explanatior hal 
plu one mall of the remainadet 


of the controversial subject 


Kut we did not play thi 
r7HY ALL THE SOUND and fury de Mere had agreed to play a cet und. We stepped when ou 
about testing? So much heat tain game with another gamester Stina. ‘tei june’ 
so little light. Testing is a controv The deal was he who wins the first , ' 
° pur wcording to the tual 
ersial issue. It need not be. The } points will take the purse But the ou take $40. I take $20 


clashes occur when the practical game was never finished. It broke 
Fermat and Pascal solved the prob 


mind meets the scientific mind. The 

first head-on collision between the against the other player s | point lem and advised M cle Mere a 
pragmatist and the analyst happened The problem How should the purse cordingly. But M. de Mere, being 
he divided between the two players practi al man did not like the solu 


off after one player had won 2 point 


more than 300 years ago. There is a 
July 29. 1654. written In the history of Probability this 
The Unfinished smart practical men today, who writ 


hooks and make speed hes like the 


prescriptions of scientific testing 


letter. dated tion any more than score very 


by Pascal to Fermat the two most problem is known as 


distinguished mathematicians of their (,ame 
time a letter which marks the be 
today the Here it is in modern dress, Let's Listen to what Pascal writes (Aug 


ginning of what we call 
of Probability. the branch call the player who has 2. points 24. 1654) about M. de Mere 


Calculus 
of mathematics dealing with the cal Peter, and the other, who has | point , 

‘ na pa le temper le ou envovel la 
is SO) 


i ) sks sting. in direct Paul. Lets say the purse 
culation of risk ic ne ! I emonstration d une lifheulte qui etonnoi 


, 


How would you divide the purse fort M Mer — ’ 
“ ‘le ’ ‘ (ate i ‘ re woth 
Says Peter The game, under no circu 


can drag out for more than o In rather free translation it reads 


mail. is calculating risks 
A gambler the Chevalier de 
Mere needed advic e He brought his stances 


rounds Therefore, on the average, each This Mister de Mere is verv smart 


preblem to Pascal for consultation 
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in many ways, but when it comes 
to mathematics, he sure is a dope.” 
The famous Leibnitz, who shares 
with Newton the honor of having 
Differential and In- 
tegral Calculus, concurs: “It is 
true,” he says of M. de Mere, “the 


man possessed extraordinary genius, 


invented the 


except for mathematics.” 
Why bring that up? In direct 
mail we meet with men of extra- 
ordinary genius but without under 
standing or appreciation for the role 
mathematics can play in making 
testing scientific, sound and safe. Let 
M. de Mere be a warning to them. 
He is not remembered because he 


1. Will the list in its entirety stand 
up? This one you can answer from 
expe rience The answer is no, The 
returns from the big mailing will not 
be exactly and precisely the same 


as from the test. You will either get 


more or less. Chances are, you may 


get less 


THE LEVEL OF CONFIDENCE: 
Before 


arithmetic of scientifi 
must meet a statistical measure which 
goes by the name of LEVEL OF 
CONFIDENCE. The mathematician 
will say, let us calculate our risk at 
a level of YP 100, or 95 L100, or 
90/100, What does he mean by that? 
He means you can bet when you 
play the game at the 99/100 Level 
of Confidence, 99 dollars to the other 
fellows’ | dollar. You are confident 
you will win 99 times out of 100 
tries. You are willing to gamble 
that once in a hundred games you 
may lose. A 99 in a 100 bet is pretty 
safe, it is, as far as life goes, a sure 
bet. To bring this talk about the 
level of confidence down to earth 
go to the Five & Ten and buy three 
dice. Roll them once and count the 
fac ca. 


introducing you to the 
testing you 


You play the game at the level of 99/100 
when the three faces add up to any 
number from 4 to 17. If you throw three 


snake eyes or three sixes, you lose. 


was smart. We quote him because 
he was a fool. Shades of de Mere. 
>. — >. 

Now, let us see what the mathe- 
matics of probability can do with a 
simple everyday problem. Suppose 
you obtained through a list broker 
5000 names for a test. It does not 
matter whether the 5000 sample came 
from a list of 50.000 or 500.000 or 
5 million. To say you tested 5 per 
cent or 10 per cent of the list puts 
you in a class with M. de Mere, So, 
actual number 
not the per 


don’t say it. The 
mailed is what counts 
cent this number represents of the 
total list. The 5000 sample was the 


2. Based on the fact, what can you 
expect to be the minimum of orders 
the list will produce with a reason- 
able degree of confidence in your 
prediction? This one you can an 


swer only in part by practical ex 


pervence It is safer to rely on proba- 


bilities. The true practical answer 


would be: It is anybody's guess. The 


scientific answer is a definite figure. 


You play the game at the level 95/100 
when the three faces add up to any 
number from 5 to 16. If 3 or 4, 17 or 18 


is the sum of the faces, you lose. 


You play the game at the level 90/100 

when the three faces add up to any num 
ber from 6 to 15. If you throw a 3, 4, 5, 
16, 17 or 18, as the sum of the faces, 


you lose. 


Roll your dice. There is nothing 
better than experiment to get the 
feel for figures. After you have rolled 
the dice and counted the pips you 
will gain a real insight of what the 


LEVEL OF CONFIDENCE means to 


best you could get It was not a 
scientific random sample. It was not 
a randomized cross section. It may 
have been a very excellent sample 
and again it could have been a very 
poor one.You don't know. All you 
know is the list broker and the list 
owner did their best. 

You mailed the 5000 names. The 
You got a 2 per cent 
response 100 orders, Your cost 
sheet tells you your break-even 


The list looks 


good. You are going to make a de 


returns are in 


point ts 75 sales. 


cision. Let’s buy the list and shoot 
the works. But, before you do, bet 


ter ask yourself a few questions 


3. How much confidence can you 
place in the test results when applied 
to the whole list. What is the extent 
of the gamble involved? What are 
the odds the list will 
at least the minimum predicted by 
the testing theory? What are the 
chances the list will be a dud and 
fail to produce the minimum you 


produc ‘ 


J 


must count on To answer this one, 
all your practical experience is of 
no avail. Yet, there is an answer 


probability gives it. 


your mailings. Of course there are 
levels than 90/100, but the 
gamble is far too risky to bet the 


lower 
price of a large mailing on such 


meager odds. There are no two 


ways about it. Anything you do in 
volves a risk. But, you would not 
think of jumping out of an airplane 
without a good parachute in the ex 
pectation that someone will grab 
you in mid-air and bring you down 
to earth safely. Yet, it has happened 
Freakish situations are always pos 
sible, but they are not probable. You 
must have faith in something. You 
must believe luck will deal you 99 in 
100 chances to win, even though, 
there is the one in hundred when 
you can lose 
Now you are ready for Sore 
figures. You cannot hope to acquire 
the mathematics of probability in 
one easy lesson. You would have to 
learn about 
mial and Poisson distribution, the 
Normal other 


rather difficult 


integration, the Bino 


Curve and many 


complicated and 
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Just to and 


mystify you let us write the equation 


of the Normal fear- 


some sight: 


things. impress you 


Curve: it 


is a 


(x-x)? 
@ 20° 


vA 


—_— ——_— eo 


CH 


So. don’t let’s bother with it. Leave 
the the If 


you standard text 


mathematics to experts, 


are curious, any 


book on statistics will tell vou more. 
For your purpose you can use ready 


made tables 


( omine hac k lo 


those unportant 


original 


que 


tions on the 


op 


posite page, the 


lal le 


shown at 


the right will 


ive you the an 





swers to the ques 


tions we pose d 


Your 


stand 


Will the 


answered 


get 


list 
No. 


first 
up 


question 
you have 


Chances are less 


Based on what can 
the the list 
with a reasonable degree of 
The 


gave 


you may 


the test you 


expect as mintmum will 
produce 
confidence in your prediction. 
table the 2% test 

you LOO sales can be expected NOT 
TO DROP BELOW i sales at the 


09 (100 You 99 chances 


list will produce from 


says whic h 


level have 
LOO) the 


up to LOO or even more 


in a 
You are 
taking | chance in 100 the list 


fall below the mark 


\t 100 level 


pect 


may 


the 95 


from 


you may ex 


You 


20 you may 


orders 
LWOor | 
than 8&2 Just how 
/ You dont know. It « 


inything from zero to &l 


\t 
pect alt 
You 


up are 
gambling 


ret 


bee 


less an 


the 90/100 level 
least 84 orders 
taking a 


mailing may 


the 


you can ex 
maybe more 
ho Loo 
fall 


levels 


lh 


gamble 
uA 
ton 


100 


are 
below 
of 


10) 


Comparing three 


hidence you can sa ive a 
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chance NOT 
A 5 
low 82.—A 1 


less than 77. 


The table ¢ 
big 
is your 
fidence to pl 
break 
larger calcul 
90/100 level. 


even | 


In 
your 


The 


the 


table 


dec mion. 
it safe use the 99 


example 
breakeven 


shows 77 


rO GET LESS than 
100 chance not to drop 


100 chance 


loes not tell 


ace your bet. 
lets 
risk, 


ont 
ated 


yo 


you 


is 


point 


sales at 


os 
be- 
t 


not to g 


you how 


a gamble you should take. That 
If you must play 
LOO level of con 


If your 
u take a 


play the 


assumed 
sales 


io 


99/100 level. You can go ahead with 


sample of 
what 


table, calculated for a 
3000, naturally 
happens when you use a larger or 
smaller sample. The table will not 
help you when you are running a 
test, comparing 
two or more different pieces of copy 


does not show 


comparison one, 


or format. 


> 


wonderful 
available to the 
There is the 


really 


There 


statistical 


are many 
methods 
tester 


versatile Chi-square summation for 


serious scientifiy 


testing the significance of differences. 


There are tests for association, con 


time series, 


the 


tingency, correlation, 


ranking methods and analysis 





PER C 


RETURN 


TEST MAILING TO A SAMPLE OF 5000 


IN 
ENT 


RETURN IN 
NUMBER 


99 
LEVEL 





5 
1.0 
1.5 
2.0 
3.0 
40 
5.0 


10.0 


table 





25 
50 
75 


100 


500 


must not be 


14 
34 
55 
77 
121 
166 
212 


445 


copjed or repre 


without written perm 


100 


95/100 
LEVEL 


17 18 


38 39 


60 62 


82 84 


128 130 


173 176 


221 227 


458 466 


duced in any forn 
the 


publication 


ion from author 








your mailing. 
have a 
to ge 


you 
chance 
every 

to the worse, 
in 100 te dro 


At 99 
you 
bet 


exe ept 


the 
are 
For 
when 
are 


one whi h 


playing 
most 
substantial 
at stake, the 95/100 level is the 
gives 


Buy the list, 
better than 
t the 100 s: 


there is only 
p below ry @ 


100 level of « 
an aln 
practi al 

in 


you suff 


knowing 
979 100 


ales from 


5000 names and if worse comes 


| ‘ han t 


onfidene t 
jost) sure 
pur poses 
vestments 


lent con 


fidence to accept the calculated risk 


When you come down to the 90 


100 


level you begin to take questionable 


chances 


When you drop helow the 


90/100 level the odds begin to get 


had 


You 


may lose 


he 
tal 


It will 


study the 


are 


ile, see 


taking 


your shirt. 


worth your 


what 


long 


( han es 


happens 


when the percentage of returns in 


} 
creases or decreases, see what hap 


Ww hen y 


of 


jt tis 


level 


‘ onfidens 


{ hange 
to 


ou 


ano 


from 


ther The 


All 


a place in the 


and co-variations 


of 


are 


variations 


useful and have 


analysis of data. Most require a con 
siderable mathematical armamentai 
When 
thousands 
of tests 


few 


ium mailer gambles 
dollars the 
should be will 
for com 
to make 
sure his tests are designed to pro 


bee 


applied with a reasonable degree of 


a larger 
of 
he 

dollars 
consultation 


many on 
outcome 
to 


petent 


ing pay a 


expert 
duce meaningful data than can 


confidence to his mailing operation 
Lrrors of judgment are costly. We 
all must take but let the 
risks take, be calculated risks 
Lest, let it he of the exe 
cutive who is re sponsible for the re 


chances 
we 
not said 
sult of large mailings, what has been 
said of the late Chevalier de Mere 
He man of extraordinary gen 


ius 


is a 
but when it comes to the mathe 


matics of testing he is a total loss 


*Editor’s Note: If you 
the Unfinished Game 
testing, write to Bill 

im <A Doppler 
51 Madison Ave 


trouble with 
v7 any question 
His address is 
Management Con 

Madison 1, N. J 


have 








{ pow more than ever before 
retailers should be investing a 
larger percentage of their advertis 
ing budget in direct mail. This is 
exclusive 


especially true of shops 


carrying more expensive merchan 


dise. However, most any retail store 
could increase the effectiveness of 
its overall advertising program by 
adopting a sound direct mail pro 
gram Here is the program we set 
up for a medium size dress shop 
handling higher priced clothes 

Our client, Lynne’s Distinctive Ap 
parel, caters to customers with the 
wherewithal to spend from $40.00 up 
for winter dresses and at least $90.00 


By Chicago or New York 


standards these prices aren't parti 


for suits 
cularly high. But here in Peoria the 
gal who shows up in a $60.00 party 
belle of the 


dress is usually the 


country club dance 
When Mrs. Morris 


owner of Lynne’s 


Landwirth, 
retained us to set 
up a twelve month direct mail pro 
gram, we 
tives 


first outlined the objec 


/ To obtain neu (ustomers 


2. To increase sales to present 


customers 
1. To reactivate inactive accounts 

4. Reduce overall advertising expenditures 
hy eliminating all radio and television ad 
rertising and reducing newspaper adver 
ising to @ minimum 

rustomers advance notice 


1 Give active 


of the two clearance sales 


The second step in setting up the 
program, compiling the mailing list, 
is, In my opinion, the most impor 
tant part of any 
gram. We 
bringing up to date the names and 


direct mail pro 
started of course. by 


addresses of all active and inactive 


accounts, Each name was carefully 


— Somnus, Dittinmeleve byparet 


SOG maine STREET Opposite Pere Meraquetiea 


PEORIA wors 





HOW AN “EXCLUSIVE” RETAIL SHOP 
USES DIRECT MAIL... SUCCESSFULLY 


by Flavel Shurtleff, (resdens 


Direct Mail {ssociate Peoria, Iii 





checked and women who only pur 
chased sale merchandise were elim 
from the list. We compiled 


the prospect names from the follow 


inated 
ing sources 
1. Inactive account Any 


custome neat 


making a purchas« during the twelve 


months immediately preceding any mail 
ing is considered inactive und, therefore 
treated as a prospect rather than a cus 


tomer 


2. Club member hip lists We have two 
country clubs, two downtown clubs and a 
hoat club. Name were checked with the 
city directory to make certain there was 


a woman in the family 


1 Names obtained from ne wepaper so 
cpety columns 
1. Women livis in exclusive neighbor 











automobiles 


(hwner of expensive 


6. Wives and daughters of professional 
men and business executives 

(irls ong away to = hool 
h. Women attending ynne’s style shows 


The program consisted of eight 


mailings during the year six let 
ters and two cards. The letters were 
sent to everyone on both the cus 
tomer and the lists. The 


cards went to customers only, giving 


prospec t 


them advance notice of the sales be 
fore they 
in the newspaper 


were publicly announced 

The letter mailings were timed to 
coincide with the six basic fashion 
seasons. Five of the six were gadget 
letter 
be tremendously popular We feel the 


gadgets had a lot to do with the 


which. by the way. proved to 











































THE REPORTER OF 


Flavel & Barbara Shurtleff 


Reporter's Note: Here is another newcomer 
to the pages of The Reporter proving 
again that we are continuing ovr search 
for fresh new talent in the direct mail field 
We've been watching Flevel Shurtleff of 
Direct Mail Associates, 100 North Adams, 
Peoria, Ill, for some time and his ideas ore 
sound. We were pleased when a compaign 
conducted by him won a ploce in the 1955 
DMAA contest end when we heord 
later that the judges seriously considered 
giving it the top award, even though it 
was a relotively simple and non-glamorous 
campaign for a not-large local retailer, We 
asked Flavel to give us the story behind it 
in his own words. So this is it! Flovel is 
a big, husky, cheerful, more-than-six footer 

but modest obout his work and 
picture shy. The only picture we could un- 
cover was one of his wedding several years 
ago. (We'll use it, if for no other purpose 
than to show the inspirctional Berbera.) 
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overall success of the program. All 
letters, with headline salutations 
were sent by First Class mail with 
adhesive stamp attached. Here is a 
brief description of each of the let 


ters: 


JANUARY Featuring ye amd cruise 
clothes. This was th exception to 
the gadget format ' 1 straight 


letter with one en 


dress manufacturer 


WARCH Featuring ‘ ind =o apring 
clothes. Letter contained a drawing of 
an Easter bunny with a real cotton puff 
tail. We used ordinary J: “0 Johy 


son cotton balls 


{PRI Featuring 

lustrated). Drawing 

glasses. Using a reg 

made holes where the nses appeares 
Scotch Tape was attached o the back 
of the page so the gummy de showed 
through the holes. When gold glitter 
poured on the front of the 

to the tape and gave the 

sparkle effect. The headline is There 
A Sparkle In Her Eye NO WON 
DER—SHE HAS BEEN TO LYNNE’S!! 


JULY Featuring back-to-«chool clothe 

(Illustrated). Drawing of a girl boardin 
a train for college. Her dre as die-cut 
and an actual swatch s material 
was taped to the back so appeared 


to be wearing a real dre 


SEPTEMBER Featuring fall and winter 
clothes. Drawing of a far cene with a 


full harvest moon printed orange Day 


Glo ink 


NOVEMBER: Featuring oliday 
sort clothes. Drawing o hris 
with gold ornament le the ame 
as the sun glasse ed mothe 


mailing 


For the July clearance sale 
used a jumbo card However 
January we sent a standard govern 
ment postal card, It was just as ef 
fective and saved the client about 
25% of the cost. We will stick with 


the government card in the future 


The program is a simple one 
based upon sound proven direct mail 
principles. During the twelve month 
it has been in use, Lynne’s have in 
creased their active customer list b 


67%! In other words. they now 
have two-thirds more active custom 
ers than they had a year ago. This 
is many times the national averagw 


During this time they completel 
eliminated all radio and _ television 
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April letter, featuring 
summer clothes. Lenses 
were drilled with a 
regular paper drill and 
Scotch tape was ap- 
plied to the back so 
the gummy side showed 
through the holes. When 
glitter is poured over 
the front of the letter 
it sticks to the tape, 
making the lenses 
sparkle like gold. Be 
sure to fold the letters 
BEFORE applying the 


tape 


Dress wos die cut and 
actual swatch of dress 
material was taped to 
back of sheet so girl 
appears to be wearing 
a real dress. Keep the 
die simple so letter can 
be put through a fold- 


ing machine 








here's 4 Sparkie in Her Eyes 
when MAS BeeA TU LINNE 


where bul iymne's will you find 
Sumeertiae fashions by Cole ef Califermte 
vowhere, of course, because they are 


. sively ours in Peoris 


wimeults and cottons you'll lang te om 
Fabulous creations like & swimsuit by 
« Tiret he ever designed. in the 
songer terse iine it an be yours 
wwrmne's 1 renege r biece 


ie suits are one plece styles in either 
Hreatntaking 
sand tones 


see le's dresses y wieh thet summer was | 
lorful printe and ti , unbacks @1) some with 
ackets wonderful shir 


ese yapletely tubbat 


st the FIT 1 n MING when y 
*y are aireculously designed t 
mafortebie you'il newer beliewe | 


*e 6 stuming selection 
stant finishes in navy 
the emart, new tweedy look 


(ememver BLT at Lynne's can y 
he prices ere fine if you are 
miy 616.9 ewimsuite from @) 


an “charge it f ree 
stomers «& use the convenient 


raieaisy 9 
) ’ 
Vaubure : ald coring out 


* bow on sale 


f at least one-third 


Landwirtr 
are Morris Landwirth 














Tae 4 408%) 


lyn 


SOG maim Steerer ere Ferre Merauetin PEORIA 1ici~er 


Yishuohve be Gypated 


an elege 
iger yn 
* oost yo i weer with an eir 


ana proper for eny atior 


vllege gels 4 wonderful collectior 
es ampee pretties from tew Tork ity A “« 
standing group of casual coats designed especialy 
“ne weer is yeer junior Gresses ere attractive 


y $22.4 


fail seeme years away 
r trying ov yafort 
* muet Monday noor 


; c : 
( ’ er college wound treveier 
dubint Sewell... io consent in 6 anten of Os 

trene eeeacone, atte 
suline Lanéwirth 
Mrs. Morrie Landwirtr 





| advertising and reduced their news 
| paper space by seventy per cent 

e e Since late last fall the Lynne’s 

program has been available, through 
WOW WN the tvme our agency, to dress shops in other S) 

eee cities. While contacting and setting 

y, up programs for out of town shops 

I’ve talked to dozens of retail store 

vA for all good direct mail enve lopes owners about direct mail advertising 

I've learned several things of gen 

4 to come to the aid of the mailer. eral interest. 

First of all, many retailers are to 
Increased mailing costs necessitate ” cmnang te ceest mall Berens 
of ever increasing newspaper advet 
tising costs. Exclusive stores in med 
increased returns. Cupples Personalized ium size cities can no longer afford 
to buy the whole circulation of a 


envelopes are the answer. Call your newspaper in order to reach a com 


UY) paratively small number of poten 
' Be tial customers .. . especially when 
( upple 8 representative and pe rmit him to : i 
- 


their relatively small ad is usually 
: buried among full and half page de 
show you how color, design and partment chore advestiooments. 
Secondly, even though these store 
embossing can work for you. Our owners want to use direct mail, they 





art de partment is ready and TM SOLD ow Dwecr 
MAW, BuT iM JUST 
TOO BUSY TO GET ovT 


a—h 
able to prepare suggested \\ y ZEGULAR 
' MAILINGS 
NY | 


Of course you are 
/ » Bar , And you will be even 
ideas jor your next busier after DMA goes 

to work for you We 

will handle every detai! 
of your direct mail prograro from the 

. ] li idea to the matibeg But, if you're lazy 

envelope Matting. if you don't want to work harder don't 
phone 6-2187 because we are in a rut suc 
cessful direct mail is the only kind we know 
how to create and produce 


Author Flavel Shurtleff also does a 
bang-up job selling his own Direct 
Mail Associates services. The copy 
block above is part of a current giant 
post card series sent to Peoria busi- 
nessmen 











have no idea how to go about setting 

up an effective program. Unfortun 

ately, most of the smaller general 

advertising agencies either aren't 

equipped or arent interested in 

handling retail direct mail accounts 

Consequently, to those retailers 

who recognize the need for a sound 

direct mail program, | sincerely 

recommend corresponding with either 

the Direct Mail Advertising Asso 

° iation, 3 East 57th Street, New York 

" City, or the Mail Advertising Sers 

WASHINGTON ice Association, 18120 James Couzens 

BOSTON Highway, Detroit 1, Michigan. 

PHILADELPHIA Either organization will gladly give 

you the names and addresses of 

qualified direct mail agencies or let 

ul | ™ tershops located in your part of the 
Ppp oe country. Remember, if you want and 


need direct mail, seek competent ad 


envelope CO., NC. vice . . . select your advertising 


counsel as carefully as you would 
360 Furman Street + Brooklyn 1, New York select a doctor or lawyer. @ 


TR 5-6285, 6, 7, 8, 9 
THE REPORTER 
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Offset Duplicating Makes Good A Promise 


A. B. DICK COMPANY 














OFFSET 





DUPLICATING GETS THE GREEN L 


~ -and makes good a promise 


When the principles of 
lithography were first 
adapted to offset duplicat- 
ing, there came the 
promise that half-tone il- 
lustrations, ruled forms, 
typewritten bulletins, sys 
tems paperwork, letterheads and other mate 
rial could all be produced in the office with 
appreciable savings in time and money. 

The A. B. Dick offset duplicator, Model 
350, fulfills that promise and gives offset dupli- 
cating the green light. Here is a precision 
machine made to specifications and held to 
tolerances never before achieved in an offset 
duplicator. 

Now, good copies in black or color can be 
produced without time-consuming delays. 


Now, you can maintain fine copy quality 
automatically with exclusive AQUAMATIC 
control. 

Now, you can switch from the lightest paper 
master to a metal plate and from 12-pound 
paper to Bristol stock without changing cylin 
der or roller pressures 

Now, there is a feed table that is adjustable 
for different sizes of paper and card stock in 
seconds. Duplicating speed is faster than ever 
before—up to 9000 top quality copies per hour 

You can see this new offset duplicator in 
operation at your A. B. Dick Company dis 
tributor’s showroom. You will find his name 
listed under Duplicating Machines in the 
classified section of your phone book. Or write 
A. B. Dick Company, 5700 Touhy Avenue, 
Chicago 31, Illinois. 


SA-B DICK 


THE FIRST NAME IN DUPLICATING 


ke of A. B. Dick Compeny 





Here Are The Features That Signal 
A New Era For Offset Duplicating 


Aquamatic Control One simple control set Paper and Card Feed ‘Ten-ream capacity Automatic Blanket Cylinder Action In- 
fountain Easily and quickly set for paper and card stantly disengages from master cylinder when 


ting meters the exact amount of 
ceases to feed. Eliminates image 


solution to maintain ink and water balance stocks from 3 x 5 inches to 11 x 17 inches paper 
and assures day after day production of top Easy -to-read calibrations on feed table match build-up on blanket. Insures uniform copy 
Simplifies “‘single-sheet”’ feeding. Manual 


quality copies. First copies are always good calibrations on receiving tray. Fast action 
control permits operator to contact blanket 


copies without time-consuming make-ready cranks position paper guide rails. No con- 
No molleton covers to buy—or clean or veyor tapes, separator clips or pull-out rollers to master whenever necessary 
change. Paper lint is easily flushed out of to adjust. No need to block off unused suction 
fountain, can't accumulate on ink rollers feet. Simplified hand feeding for ‘‘single-sheet”’ 
and “‘master-from-master’’ work 
are 


Self-Adjusting Cylinders Completely elim- Copy Positioning New, simplified control Universal Master Clamp Accommodates 

inate any need to adjust for differences in permits operator to raise or lower copy with slotted, serrated and straight-edge masters 

master thickness or impression paper weights out tools. No need to clean blanket after each Easily replaced with auxiliary clamp for 
adjustment. Angular and lateral adjustments pinbar-punched masters. Locking tail clamp 
made quickly, easily and precisely keeps masters from working loose 


and many other “why weren't they thought of before" features 
Clearly identified operating controls —Easy-to-read spirit level in water fountain— Reset counter, 
counts up to 99,999 copies— Air and vacuum controls easily accessible— Variable operating speeds up to 


9000 copies per hour — Jogging receiving tray as standard equipment — Easy-to-clean frost green finish. 


A-B-DICK 


THE FIi® T NAME “ 


eeeeeeeeeeeeeeeeeee ee eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


A. B. DICK COMPANY 
5700 Touhy Avenue, Chicago 31, Illinois 


Please send me more information about the new A. B. Dick Offset Duplicator, Model 350 
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mail this coupon y 


Name Position 


Organization 
for more 


Address 


City 





to me that uj plies afl machinery i! 
maper rroduet could well aflerd t hel} 
Many Reporter Readers Answered 


promote the lucational plan proposed 


by Lew Kleid, Rummage umd) « Shugart 
Our January “We Hope For” Fea- Mavyl» saree will ln ound to pear 
° head a movement in the field. How about 
ture. Their Letters Show: smilies didn er aaa aa 
with approved resident cours in acdvet 


tising that include direct mail ork May 


be the direct mail ection could by iD 


ENTHUSIASTIC REACTION! ie i inns it 


inhy 


HORRIFIC WASTE 


| ATURALLY, an editor likes to re We get 3 verage of 1200) inquiri 
| ceive complimentary letters month, Eve me has asked us to vd The Reporter has frequently com 


In- about an article or a feature issue them our literature, We could not exist plained about sloppy direct) mai 
when We have had many reactions to the without the magazines that carry « handling of press releases we 
mage , , 
copy January feature containing a round hed nor the post office partment were more than glad to get this re 

}) 
anual up of what the experts hoped would um trying to say ts that we belie ” action to the January 1956 roundup 
anket happen for direct mail in 1956. A big publication advertising and = direct il from Fred Weber sales promotion 

majority of the letters and calls were We have no salest and sell 100 manager of the Will Corporation 
slaps on the back but a number of mail (chemicals and laboratory equip 
readers took the time to outline some The smart boy like Db. W Margulis ment) Rochester , N It 
of their own proble ms. Here is one und Mrs. Miles Kimball! get their prospect serves study 
which gives us all som food for by publication sivertising ana el 7 t] 
dd somethit 
thought t l | mentioned a concern | thougl Wonder paragraph on 
i nall to a triend of mine who | 
ur lan sary anuary issue 
publication leads and sells by direct 
again Something also should ly 
He told me they owned three Cadil ; ’ 
porrit le of money wv bot 
enjoyed all 7 we So | heured i mall outht that can sa ws ’ . 
‘ , : ' tiser public relation lepartment anne 
the ast year we oe teas three new Cadillac cant le fumb 
fal } the professional PLR. firm ome of them 
0 en lave incre ‘ wo Decided that only fellow who «rive 
been in direct one se Cadillac hould be permitted to « Conpesy 
different knock or mention newspaper or m ne happen to be on the receivin end for 
ind th sdvertising This would end the the flood of new 
proposition ent hecau these fellows are too trictly local publi 
ntereste a» tnack i few hundred cher 1 the 
lates tic ellis he m , . rea and which, because of ace 
ail , You give me the biggest ix dollar . = ! 
sters y Oo m is ‘ lifferent than sellir . hed 2 lave not print iaterial 
\ If you published 20 mag 
for = meres e fellow who sakes the most j " ; M particular ripe is that 
‘ the Reporter ould send 
lamp + — waits ' of this material f absoluteds 


plait “ ns ets the 

_ . ear and wt would still be the ; 

I na et wre iD ne the readet 

cae could make every year 

2000 third class lett costing me ; f ew district 
mail thar ‘ will expen 


Wm. F. Rehbock 
Ray Do-Nut Co 
M05 SS. 1S Ave 
Minneapolis 1, Mir 


atin ( oat TH nicddwe 
ent the public relation outht 


ell-known manulacturer ol product 


a ae ilien to the laboratory ent an elaborate 
' ' brochure containing a number of release 
people who ea donut mac 


Why advertise your competitor by MORE KNOWLEDGE NEEDED COenS Op enEeETS Sieney. See 


ception to now and with a number of 
» ont htek die people should We also liked this reaction to the nts, The postage alone w mi 
seostnes January hoped-for-roundup from Just the other day, a release came in is 
G. H. Youngren, mailing list broker forming all and sundry that some firm had 
1209 Scofield Dr., Glendale 5, Calif cetved an award for the design of it 


book matche 


wimutting that ‘ in thusine 


(ongratulation Mr. Hoke 
on the January Reporter | think that | happen to know that there are filt 
Section “ix for a better understanding more publications like our local one 
of direct mail) will do us all the most that they all receive these release 
keeps pus “ ul good to remember and tollow through « number of national publication if 
to 42 a every month on ; in our work technical field do not publish rr 
basis with lation of 32,000 Next in importance for the future o either but Tl wager the ure all ¢ 


$4,000,000 a rontn That make rect mail, is the matter discussed oe receiving list, too 


1.000.000 a da tion bleven better education) } The time is ripe I think. for advertiser 
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TENSION RELIEVERS "Sow 


jad 
on 


‘* This is a custom job I had made 
at Tension... Their regular 
models are for letters!”’ 


For high quality jet-fast service 
and “down-to-earth” prices: call or write 


“TENSION ENVELOPE CORPORATION 


WEW YORK 36,4. Y. * 522 Filth Avenwe DES MOINES 14, (OWA + I9IT Grand Avenve 
ST. LOUIS 10, MO. * S500! Southwest Ave KANSAS CITY 6, MO. + 19th & Campbell Sts. 
MINNEAPOLIS |, MINN. © 129 Morth Ind FT. WORTH 12, TEXAS © 5900 East Rosedale 


TENSION ENVELOPES-TENSION ENVELOPES -TENSION 


PREMIER AUTO-FOLDER 


pays for itself in ONE mailing! 


Fully automatic 
compact Folder 
makes 7 most-used 
folds; up to 7,200 
pieces per hour! 
Easy to operate, 
makes instant 
changes! Rugged 
Steel construction, 
handsome Silver 
Grey and chrome 


trim. Saves time, money, desk space 


LOWEST PRICED FULLY AUTOMATIC 


FOLDING MACHINE MADE! 
Hand Operated $89.95, Power Driven $129.95 


MARTIN-YALE, INC. 
2100 West Fulton Street, Chicago 12, Illinois 


As 


% 
LOPES TENSION ENVELOPES-TENSION ENVELOPES sado1ah™ 


“ep 


= 


to check on just ho 


tions dollars are being pent 


MAIL ORDER MATHEMATICS 


In the January feature we also 
asked readers in doubt to question 
the quoted experts. One readet 
questioned Bus Reed who was quoted 
under “What hurts direct mail the 
worst?” as saying: “Trying to sell a 
$1 item with a letter, circular, re 
turn card.” 

The questioner was puzzled. He 
wanted to know .. . “what's wrong 
with trying to sell a $1 item with 
the material you mention? 

The old-timers know, but we think 
it’s worth reprinting for the sake of 
the newcomers, part of Bus Reed's 
intelligent answer All newcomers 
who hope to get rich in mail order 


please note: 


Quote: The reason you can't sell a 
$1 item in these days with a letter, 
circular, and return card combina 
tion is easily explained by plain old 
grammar school arithmetic, The cost 
of putting a letter, printed circular 
and return card in the mail involves 
the mailing envelope, the addressing, 
printing of the circular, printing of 
the letter, enclosing, tying, labeling 
(for third class bulk mail), and costs 
anywhere from $50 to $100 a thou 
sand, depending upon the type of 
printing used, paper, et 

lo begin with, you've got an ori 
ginal cost of $15 a thousand for 

stage, and another $15 for the 
mailing list which makes up $30 of 
that cost. Say you're selling a $1 
item which costs you 30¢. You have 
a (0€ spread or profit on each order. 
That's gross. Of course, you have to 
mail the item to the buyer which 
entails some cost. 

But let’s take this 70¢ gross figure. 
In order to break even on, say the 
$100 it costs you to get the 1,000 
pieces in the mail, you've got to sell 
142 of the items. And 142 is 14.2% 
return. It can't be done. Even if 
your mailings only cost you $50 a 
thousand, you still have to pull over 
7% return. And that can’t be done 
You'll find the average pull is nearer 
2% or in the extreme cases, 3% 

Simple arithmetic. And overlook 
ing the arithmetic of the proposition 
is what makes so many failures 
among new mail order operators who 
get into the business hoping to get 


rich. Unquote. @ 


THE REPORTER 





Here's the latest news about .. . 


The Postal Situation 


M ANY people in direct 1 iail circles 
i are concerned about the postal 
situation whether we are going 
to have increased rates or not. Most 
of the forecasters, including Kip 
linger, prophecy that Congress will 
not make an unpopular move during 
an election year. But the drums are 
being beaten. 

On February 1. President Eisen 
hower sent to Congress a letter ask 
ing Congress to give earnest atten 
tion to a report submitted by the 
Postmaster General. We have read 
that report carefully and it is filled 
with inaccuracies. The PMG. still 
refuses to admit that a large part of 
the “deficit” he is talking about is 
caused by the free service furnished 
by the Post Office as a part of gov 
ernmental operation. Mr. Summer 
field still claims that the Post Ofhce 
should be self supporting But if his 
premise is correct then the Depart 
ments of Agriculture, Commerce 
Labor. Health & Welfare, ete., should 
find some way to raise money other 
than taxes so they wouldn't be run- 


ning at a deficit 


These statements of the PMG, 
backed up by the President, are sup 
plying grist for the mill in the news 
paper campaign against “junk mail” 
(which is their terminology for Third 
Class mail). We have been getting 
clippings from all around the country 
and it is clearly evident that there 
is a definite combined campaign to 


discredit direct mail 


One editor wound up his discus 
sion with the following paragraph 
“There is no reason why advertis 
ers should not use the mails. But 
there is no reason. either, why tax 


them. We 


hope Congress raises the Third Class 


payers should subsidize 


rate to the point at which it would 
pay for itself We might still get 
junk mail, but at least we wouldn't 
he paying part of the cost of its de 
livery.” No 


confused. The 


wonder 


editorialist carefully 


the public is 


avoids mentioning that his news 


papers and all publications enjoy a 
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subsidy from the government which 
causes the largest part of the “de 
ficit” publicized by the PMG. 


Another editor in Allentown, Pa 
is Campaigning against an increase 
in First Class mail. He winds up his 
argument with the following para 
graph: “A letter mail increase would 
be particularly galing, since the ad 
ditional revenue could be used to 
help finance the distribution of ‘nui 
sance’ mail which is a burden on the 
Post Office Department and is hand 
led at a loss now and, even with the 
proposed 30 percent increase in Third 
Class mail rates, probably still 
would pay its own way”. Again th 
same old trick of howling against a 
so-called competing medium by re 
fusing to recognize that these sam 
printed words are going out under 
a postage rate times lower 
than Third Class mail but enjoying 


many 


a preferred treatment just about 


equivalent to First Class. 


Particularly dangerous are some 
of the statements attributed to mem 
bers of the Post Office staff in co: 
gressional hearings. They do not 
specifically refer to Third Class as 


“junk” 


ed in that manner. That is the way 


but the questions are word 


the newspapers picked up an ap 
PMG Norman 


Abrams. He admitted on question 


pearance of Asst. 


ing that the situation “is outrag 
eous’. But the question had dealt 
with the increase in the use of “junk 


The newspaper campaign against 
Third Class was further bolstered b 
the ridiculous bill (H.R. 8801) in 
troduced by Congressman Burr Har 
rison of Virginia. The Virginia leg 
islator wants to eliminate Third Class 
mail entirely and charge all adver 
tising matter First Class postage. We 
doubt if any 
would be given to such a bill but we 


serious consideration 


wonder what some of the large na 
tional advertisers would have to sa 
if the newspapers try to support such 
an action, For instance, we were in 
terested in an item which appeared 


in the January issue of In Transit 





There’s only 


One 


DICKIE- 
RAYMOND 





ADVERTISING 
and 


SALES PROMOTION 


DIRECT 


for 35 Years 
Planning 
Writing 

Production 


\ 


470 ATLANTIC AVENUE 


BOSTON 
225 PAKK AVENUE 
NEW YORK 











Over 1,000 
Shop Owners 


Know 
. 
o 
+ 
. 


that, as aon aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services 


Write: 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35. Michigan 








Bish Thompson 


Little fable, here, from Margaret Miller who 
frequently takes a moment from her wife n 
mother career to favor us with a note. It's about 
a mailman she knows. Goes like this: 

“When he was a kid his 

. dream was to go through 

For such concerns as you see aad on te © a na 
listed below—many of whom ify as a mailman. You know, 
have used our service for 25 the Gvit Service exam end 
all. fell, he was poor an 

eaptersie sag finishing school was a pretty 
The method —kindly but firm tough assignment, economic- 


putting on pressure as the ally speaking. So he got @ 
: job in late afternoons and on 
system progresses—— getting Saturdays delivering hand- 
results where others fail! bills. The meagre earnings 
The cost——straight commission ee him through siss THOMPSON 
basis-——-No Collection—No “You've guessed it, this is one of those suc 
Charge! cess stories. He made it. Passed his Civil Serv- 
, ice exam, got his uniform and became a full- 
We'll be glad to send fledged mailman, just as he had dreamed of 
you the facts—and — we R 
. i i “And what is he doing now? 
they'll prove interesting. “Delivering handbils atts 
Moral: Post Office Department shouldn't ou 
ARROW SERVICE to raise price of first-class mail stamps because 
271 State Street it is losing money’on junk-mail delivery. If a 
Sch dy 5.N.Y piece of mail isn't worth the cost of delivering it, 
chenectady 9, N. V. ijt can’t be of much value to either sender or 
Among Those We Serve receiver. 
Atlantic Advertising Co., Inc. @ Three alternatives, as I see it. are available: 
Mil Kimball e H. ad Me (1) Increase postage on handbills-by-mai] to 
— — P where they at least pay their own way, (2) Hire 
Co. @ System Bible Co. e C. V boys to deliver them at so much a hundred or 
Mosby Co. @ Robert James Co (3—and best of all), publish the information in the 
newspaper. I understand space is for sale. 





LOW GRADE HUMOR AND LOGIC appeored in the Evansville (Ind.) Press on 
Tuesday, Feb. 14. lt aroused the ire of dircet mail people in that area, especially 
Ralph Curtis of Keller-Crescent, who rushed it to us and asked for Post Office 


Cost Ascertainment figures on the difference in rates between Second and Third 
Class mail, just released for fiscal 1955 (see page 33). Thompson's is one of the 
first examples of a newspaper attack in which the writer blatantly suggests thot 


it is better to publish an advertisement in the newspaper.. His logic breaks down 


with the silly stotement: “If a piece of mail isn’t worth the cost of delivering it, 


it can’t be of much value to either sender or receiver.” That logic also applies to 
@ piece of mail colled “newspaper” 











offer you the only competition 


POSTAL SITUATION Buick has scheduled the mailin 


) 
you can find in the Addressing Continued from page 29 21 million poeces En the first quart 
of 1956. or Zi % more than in the 


always good house magazine of At same period of 1955. Generally 


Machine industry. 

lanta Envelope Co., P. O. Box 1267 speaking, the increases in other ad 

C r Atlanta |. Ga. Here it is vertising media dont range as hich 
0 SI 7] . . . ; 

nsuit your yellow te lep one as those planned for TV and direct 

Chevrolet will mail out another stag 


book or write to The Elliott ering 100 million pieces of adver 
fising, same as 1955 Dodge's direct All the companies mentioned 
Addressing Mac hine Co., mail will be up 4% to 50% Ford's that item are large advertisers iv 
will climb about 30%. DeSoto, us both newspapers and magazines and 


mail 


127 Albany St.. Cambridge, 39, ing a mailing list of 2 million. will yet they consider direct mail as a 


be doubling its direct mail flou necessary part of their merchandis 


Mass. 
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PHOTO-ENGRAVERS 


You can measure the success ol 
your printed promotional mate 
rial more accurately by selecting 
“Horan” in the preparation ot 
quality Black & White, Benday 
or Color Process printing plates 


In the production of dependable 
photo-engravings the human ele 
ment is as great a factor as the 
best of modern mechanical tech- 


niques. 


Why not call for one of our rep- 


resentatives 





INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 





Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


——~ P. S. A copy of The 
Art and Technique of 
Photo Engraving will 
aid you with your pro 
duction problems Send 


$2.00 


HORAN ENGRAVING CO., INC. 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Branch Off.: Newark, N.J., Allentown, Pa 


a a eg REE 











from the January 1956 issue of Postal Service 


Ho it yourselt With 


News (now in Vol. 2, No. 1), a monthly house magazine for postal employees 


(edited by the staff of former DMAA president, Rohe Walter, now public relations 
assistant to the Postmaster General). O. E. Gregory of the New Orleans Post 
Office developed the idea for explaining the postal service. A fellow worker, 


Stewart Armstutz, made the drawing. Has been used by postal training schools 





and several newspapers have reprinted it 


consuming steps and you have the stery of Third Class mail 


Eliminate the first EIGHT time- 


That's why Third 


Class deserves a lower rate. Plus the fact that the last five steps on Third Class 


are slowly handled after all First and Second Class matter has been handled 








Congress 


ing plan. Would astute 
Harrison like to 


from 


man prevent these 


companies doing business in 


this manner? We are wondering who 
wrote the bill for Congressman Har 
How was it planted? 

Associated 


Lsers, in his al 


rison 

Harry Maginnis of the 
Third Class Mail 
wavs good bulletin, 
Congressmen are 


reports that 
many receiving 
complaints from constituents about 
the Post Office “deficit 


“junk mail” be 


and demand 
terminated 
cost of 


ing that 


or soaked extra postage 
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These complaints seem to prove that 
the “junk 


on in the 


carried 
affected 
minds which do not know the 
true facts 

Direct mail is facing right now an 


attack 


proved so successful (for a time) by 


mail” campaign 
newspapers has 


many 


which uses the tex hnique : 


Hitler's propagandists. Tell a big lic 
after time 
Coin sk 
deficit 
Post 
people 


Keep on repeating it time 
facts 


{suc h as 


without respect for 
yans of 


“junk 
Office.” 


phrases 
mail,” “burden on the 


etc.) and gradually 


the last word in paper type for offset 
and electronic reproduction 


SETS EVERYTHING 
Anyone con set headlines and bedy 
text for ads, printed pieces of all 
kinds 


QUICKER, EASIER 


Presto Type comes on compact wooden 
type holders aligns automatically 
to straight edge tabs overlap 
allowing special spacing for special 
letter combinations no opaquing 
between letters required 
COSTS LESS 
Complete fonts from 
$2.25 to $11.25 
Has up to 62 different characters on 
@ stick in pads of 50 each 
3000 cheracters in all 


— WRITE FOR 
4 pnestOon”, CATALOG 


eA Showing 
: 130 Type Faces 
PRESTO PROCESS CO. 
243 MN. WATER STREET 
ROCHESTER, WN. Y. 














FISCAL 1955 FIGURES SHOW POSTAL TRUTH 
~ On the opposite page are the new figures 
SEND THIS COUPON! it will bring you from the just-released Cost Ascertainment 


‘ Report of the Post Office Department for fiscal 
em 
complete FREE details about the wid 1955. In the Feb., 1955 Reporter (pages 23 to 


excellent new lists of mail order buyers 28) we analyzed the PMG’s Bill for boosting 
we can supply for YOUR next mailing postage rotes, and gave you an analysis of 


the four classes of mail revenue for each, total 
Ours is a national service, used and nei aaah, ealee ta Gad. Ginn, cian 
relied on by many of the most successful this new Cost Ascertainment Report with the 
mailers (large and small) in all parts of Feb. figures. You'll see thot daily newspapers 
(violent in their direct mail attacks) are 
actually mailing more pieces than general 





ce 
your an eee the country. They know, from experience, 


= werrtTale that an obtain the kind of lists that 
og ent at we Caf ovtal “ J ote magozines, and enjoy a rate of about 2¢ 
are ideally suited to their needs per ib. compored with 29.6¢ per Ib. for 


v : 3rd Class and $1.18 per tb. for First Closs 

wi ry 
vi ADDERN INC. Chances are we have the BEST lists Study the figures carefully they moke 
215 FOURTH AVENUE + WHEW YORK 3, N.Y for your needs, yet they iI cost no more good ammunition for answering lecal attacks 


PHONE: SPring 7-7460 than ordinary lists. Our recommendation and writing to Congressional representatives 


CHARTER MEMBER: Nationa! Council of service is FREE. Simply send the coupon 
Mailing List Brokers é y, 














SPECIAL LATE BULLETIN! 
ARE you LOOKING Received Just As This Issue Went To Press 
FOR: 





WASHINGTON, D. C., March !—Meeting in ex- 
ecutive session here today, the House Post 
Office Committee voted to begin official heor- 
ings on the Thomeos Murray Bill (H.R. 9228), a 
2. Sound ideas and theories bill to “readjust postal rates, establish a com- 
of experts? mittee, and for other purposes” 


1. Geed direct mail train 
ing material? 


3. A single source of direct Hearings will begin on Tuesday, March 13, at 


mail knowledge covering WRITE FOR FREE PORTFOLIO which time the Committee will listen to govern- 


‘ ment witnesses. After Easter recess, the Com- 


industrial, mail order, show of samples of booklets etterheads 


manship, production and similar pieces which have writtes mittee will reconvene to hear public witnesses 


5 
other problems? signed, by mail, for firms in all par 
ntry from Maine to Califor 


You Can Find Them RAYMOND LUFKIN will begin to accept these words and 
On Page 9 A ag Plans, ¢ and Desigr oe phrases as fact 


124 West Clinton Avenue Tenafly, New Jersey The Bureau of Advertising of the 9 
Newspaper Publishers Assn. is gird 














ing their building—budget loins for 
an all-out attack on TV adve riising 

Harold Barnes of — the News 
paper s Bureau of Advertising should 
be old enough to know better. Maybe 
But what of the cost? it might be a good idea for the ry 


and direct mail forces to join hands 


Of course you can do it yourself. . . 


and budgets (even though limited 


Some executives, when the idea of independent sales promotion 
to offset the newspaper attacks 


‘ ives! 

counsel is first proposed, reply “We do all that ourselves!” But We ako with that samobod: 
could induce Roy Howard of S« ripps 
Have you weighed all the hidden inside costs against the positive H iN ft 

owiare ewspapers oO pe lis rt 

nefit ? } 

benefits you gain from employing Ahrend porters to at least tell the truth, A 
recent syndicated “junk mail” attack 


written by Jack Steele of the Wash 


ington S-H office makes this glaring 


Let's look at the balance sheet 


Inside Ahrend 


Takes time from other urgent duties Seves you time, effort occupant addressed mail must bye 
sorted thus causing the Post Of 
hee more money Not true because 
the bulk mailers sort and bundle all 


their mail 
of direct advertising techniques to Reasonable fees based on volume and None of 
Oo Oo 


misstatement of fact He says that 


Difficult to meintain scheduled promotion Analyzes your sales objectives 


program the most effective kind Plans and executes program to meet ond 


Possible lack of experience or knowledge surpass your goals 


us know when this battle 
h ' ht ’ f te 
achieve top results difficulty of tasks to be performed will end or what the result will be 


Excessive salary costs for good direct No salary overhead for unused time We can only re peal again the hope 
mail men New fresh approach to problems that many of you large advertisers 
will write to your local newspapers 


Employ experienced sales promotion counsel now. Call or write in rebuttal to their false statements 


and that you will also write to your 


own Congressman, trying to straigh 
AHREND ASSOCIATES, INC. “aaa; >. 
254 West 54th Street, N. Y. 19, New York Phone JUdson 6-2547 
THE REPORTER 

















REGISTRATIONS BY 
YEAR * MAKE ° MODEL 


New Car Buyers 
New Truck Buyers y TEMPLETON 2-8430-1-2 


Truck Owners 


me ALLISON MAILING LISTS oe 


806 Lexington Ave. 
New York 21, N. Y. 








Some Questions and Answers On 


ALL UNDER The New Combination Mail Service 
ONE BIG | 2ele) 3 Most of you know by this time that the experimental combination 


mailing regulation which was first introduced on November 28, 1955, 
was made permanent by the Post Office Department on February 1. It 


AUTOMATIC AND is claimed that the first 60 days of experimental handling prowed that 


HAND INSERTING the idea was successful even though some of the parcel post mailers 


MULTIGORAPHING were a little bit worried about it at first. 


AND OFFSET 

. In order to clarify the air, we are giving you here the pertinent ques 
PREENEM, MATING tions and answers about the new regulation which appeared in the 
CONTEST JUDGING Postal Service News for February 1956. The PSN is now in Vol. 2, 
| No, 2. It is an internal house magazine for postal employees and, 


ASSEMBLING SALES KITS 
GResseestes ndeten Catania as we have previously reported, it is a darn fine job. It's being handled 


Palmolive Company, Esquire under the direction of former DMAA president, Rohe Walter, now spec 
Magatine, Hoffman Publica > 
tiens, Lever Brothers, Themes ial press assistant to the Postmaster General. It is always a pleasure 


J). Lipten, tne Nationa! Bis > , » " . > 5 
Pay Banh to be able to pat the Post Office on the back for a job well done. So 
licetions ead meany ether read the questions and answers carefully 

feoding edvertisers and 
agencies 

0. Why » the new service called {. They should preferably be placed 
Combination”? on top of the other items in the pack 





{. Because, for the first time in Uni age 


GPrauec. QRichards. d States Postal history, a letter may ‘ 


be mailed at the letter postage rate in 
di nila oO Oo N sicle ‘ package or publication 


O. What are some of the advantages 
° of th ) 
of this 


new service 


What must the mailer do to make 4 


, 


“Combination” mail will provide 
of the new service 
mailers, who previously found it im 
{ The mailer must indicate the pres practical to use the old-type combina 
ence of a letter or message inside the tion containers, with a practical and 
package and pay the appropriate pos eficient method of mailing different 
tage on it plus postage for the package classes of mail together. It provides a 


’ 
List . convenient and efficient alternative to 
/ e the old system whereby a mailer, wish 
\ Owners! 0. Must a statement of enclosure ap ing to send a letter with a gift or 
\\}\ pear on the parcel? with laundry mailed back and forth to 
12-page {. Yes A statement reading “First school, had to either pay first-class 
rate on the entire package, or paste 


FREE Class Mail Enclosed” or “Third-Class 
> tng er iin o ¢ “o . cle ol ‘ 
Mail Enclosed” must be placed on the nvelo n th —_ = 


Ole) 4 each parcel below the postage and package 
above the address. This endorsement . 
nay be hand-stamped, handwritten, type 
written, printed or put on by any Q. Will this new service do away with 
other method that makes it clearly vis the $100 fine for nonpayment of the 
ible first-class rate? 

° A. No. The mailer is still liable for 


©. What may be mailed under this new 
any evasion of 


will help you turn your mailing 
lists into extra dollars quickly and easily! 
This Book, by Jim Mosely, is packed with 
IESTED IDEAS and TECHNIQUES 
gathered from 20 years experience to 
bring you added profits year after year 
Step by step, this informative Book an payment of the legal 
swers your questions and shows you how service f rate for the postage due. It is believed 
to find overlooked profits from your mail : 


| 
| 
| 
! 
| 
| 
| 
ing lists. Send today for your FREE 
| 
| 
| 
| 
| 
| 
| 
| 
J 


{. Under “Combination” mail, letters however, that this new service will 


COPY of “How to Double Your Net or other single pieces of either first-or clear up a number of misunderstand 


Profits from Your Mailing Lists Just third-class mail may be placed inside ings which arose under the old system 


attach ad to letterhead or business card fourth-class parcels or inside copies of 

publications mailed under second-class e 
mail entry Letters or other single 
pieces of first-class mail may also be 
placed inside third-class packages 


No obligation 


V/A 4 Dept R33 
(? osels MAIL ORDER 
LIST«(SERVICE, INC, 


Mail Order List Headquarters 
36 Newbury Street Boston 16, Moss. 


“Masely sends the Chocks” 


QV. What are some of the types of 
mailers who need to send two classes 
e of mail together? 


). What about the postage for the en 4. These might include A business 
closures? Where is it placed? firm sending substitute products and 
{. The postage for each letter and for wanting to explain why that was done 
each single enclosure at the appro magazine publishers sending gift cet 
priate first-class or single-piece third tifeates naming the donor with first 
class rate must be affixed to the out copies of their publications to new 
ide of the parcel. subscribers; manufacturers sendin 
operational, maintenance and repair 
e instructions with household appliances 
QO. Where should the enclosures be and companies including sales letters 
placed inside the package? with samples of merchandise 
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to hara«s« the wrtere af them hat tea 




















“A 


eed-able Copy” 





A Morthly Clinic Conduited by Owille Rud 


uT or Hartrorp, Connecticut 
O now and then, Adams 
Newsletter periodically — by 
Adams Products Company, 119 Ann 


comes 


issued 


street. Walter Haase of that or 
vanization sent me the last two ts 
sues. I hesitate to say that this is a 
‘new idea At least. it is an idea 


not often used by mail order opera 


tors 


This Newsletter 


and easy-going style 


written in free 
takes the read 
and talks about 
products as though it were a friend 


of the 


er into its confidence 


buyer helping him get the 


most for his money A few quotes 
will show you how this is done: 

Our business is designing and building 
new tools for both the home and pro 


fessional craftsman. We ilso «scour the 


market for new item These we buy, test 
discuss with our panel of experts. Either 
they meet our standards and go into 


this Newsletter or they're out.” 
. 


| had a wondertul idea (or so I thought!) 


ad while ago a plane with disposable 
blades. Did I do anything about it? Well 
ves | sent the idea to a prominent 
concern that makes tools for woodwork 
ers, and they promptly sent it back! 
Seems as though somebody else had made 
t using a double edge razor blade And 
thats how it is that you can now buy 
the Razor Plane complete with five blades 
for just $1.95 postpaid Mine's on my 


workbench all the and youd really 


time 


I pick it up 


he surprised how many times 


to round a corner, smooth a section, et 
And remember no sharpe ning! When 
i blade gets dull, just throw it away and 
put in a new one Its article #5077 
$1.95 postpaid. Sold by mail only so order 
today 

Immediately under that item is 
Scotch taped a double edge razor 
blade, and this COPY 

Something for nothing! Honestly no 
tings attached! Try this double edge 
razor blade either tor having or tor 
whatever use you have tor blade« If you 
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sample you can get a hundred 


dollar! 


like this 
for just one And we even pa 
the postage! 

The stuff’s so good I'd like to 
quote the whole thing This News 
letter order selling 


combines the 


mail 
best 
regulation mail order letter, a 


idea for 
features of the 
con 
sumer research report, and shopping 
guides found in many housewares 
magazines. 

I've just got to quote a little moré 
Instead of using 


such, this Newsletter has a paragraph 


testimonials as 


thanking the “many fine publica 


tions that gave us new product men 
rv! 


Paige Palmer whose program What's 


tion and now we're on 


Vew is seen every evening at 6:30 
over WAKR-TV, Akron. Ohio. said 
she wanted to show her audience 


our SHAPE-SKRAPE. Our thanks t 


you, Miss Palmer.” 


Good copy. Quietly convincing 


Sloppy Heading 
A letter 


signed by “Tony” of Daniel's. In 
of Tampa, Florida. With the lette: 
was a decaleomania to be applied to 
an office or factory door The decal 
read “Jn case of fire, burglary. or 
other EMERGENCY, contact the fol 


lowing (space for name phone num 


came nm some = tine ive 


ber. and address). 


Here's the first paragraph of the 


letter 
T he boss said to send you one of theese 
little door decals, not that he want 


emergency but because he 


you d like lo 


to have an 


thought maybe have one 


excuse for a para 
If “Tony”. o1 
had taken 


ove 


There is no 
graph like that one 
wrote this letter 
that 
he would have 
It actually 


wants 


whoever 


the time to read sentence 


once or twice revised 
it so it would make sense 
“Not that the 


to have an emergency, but 


says. boss you 
hecause 
he thought maybe you'd like to have 
an emergency 


We bring up such examples, not 
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Psst! Get an Adverkit! 
Plen colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 
samples 

Create action-getting, bes t-of-industry 
mailing pieces from a new selection of 
Jumbo Cards, Flosh Bulletins, Cartoon 
Letterheads, Eye-Stopper Envelopes, and 
Gimmick Mailings 

All AdverkKit items created and pre- 
printed by American Mail Advertising 


Your sales message easily added using 


any office duplicator 


Mail $2.00 for your AdverKit 
on first order 


refundable 





AMERICAN MAIL ADTERT 


610 Newbury Street 


Te COmmonwealth 6.754¢ 





getting 

leads — 
for is 
salesmen 
one of your headaches? 









Then you'll want to get the facts on our kind 


of Sales Letter — with the built-ir reply card 


You ll be joing a mighty impressive list of 
bive chips, too, who've learned that the 
built-in reply card boosts responses 


lowers selling costs! 


One-stop service for creative printing 


and mailing soves your time keeps you busy 


planning instead of just picking up loose ends 


somples of recent successful promotions? 


SALES LETTERS 


‘ete 


i 
Why not send now for more information and 


153 W. 23rd St, Mew York 1 


| 
__Telephone WAtkins 9.2680 - | } 


meen, Baan fe Of hoawae amt eseeaeh aha 





to harass the writers of them. but to 
be helpful, if possible. One of the 
first principles of good writing 
whether it be a piece of direct mail 


copy, a television script, or a novel 


You get more returns by air is to leave no doubt in the mind of 


a reader as to exactly what ou 


...More returns by rail mean 


+..More returns of every kind... Speaking of Novels 
I just finished reading The Ton 
when your mail goes rope hi in tine, the two volume novel i cul 


rent best seller Every time | hear 
TENSION PAs Re) Ue someone talk about a letter be ing 
too long I'm reminded of Anthony 
{dverse and Gone With the Wind 
long. long novels but both best 
sellers And here comes The T ontine 


long. certainly. but interesti: 


Say what you ve got to 
piece of direct mail 
estingly and dont wort 
length. A reader will read 
as you keep him excited or 
ested That might sound trite 
a lot of direct mail loses its effectiy 
ness because the writer thinks 


must be brief 


ba 10-310): 8. Un le)\| 


We've Gone Overboard 
NEW YORK M& ON OY @ 522 Fifth Avenue DES MOINES 14. |OWA eo 1912 Grand Avenue 
st. LOUIS 10, MO @ 00! Southwest Ave KANSAS CITY 8 MO. @ [9h & Campbell Sts Just that. Overboard! About a lit 
MINNEAPOLIS MINN. @ 129 North Ind S$ FT. WORTH 12. TEXAS @ 5900 East Rosedale " 
tlhe 24 page booklet sent us by Johr 
| Beckley of The Economics Press 
HAND LETTERING FROM FILM Inc., Montclair, New Jersey. The 
title of the booklet? Believe it ot 
not How To Make / Speech That 
Listeners Like It s one of the best 


hooklets on writing direct mail cop 





we ve ever seen. Yes, we said “direct 
mail copy’. It was written by Rict 
ard ( Borden. What he has t sa 
about creating and delivering a good 
speech applies equally as well to di 


rect mail copy 


Here are some direct quotes 
we plenty of period et 
begin ! crumple 


period! Wher ‘ 


to miss on one 


BIG, COLORFUL CARDS period. Short 


PULL RECORD RETURNS highroad to grammatical sure-foote 

Corr’s Jumbo Flash Cards cre Just substitute the word copy 
where the word speech is used in 

powerful eye-catchers that get 3 


the following We re still quoting 
this booklet 


amazing response at low cost 


No premium...No extras 
All styles, including scripts clarity 


Glossy print for reproduction 
tic impact—set sales sky-rocket 24-hour service. Mail deliveries 
ing! Seeing is believing anywhere in the U.S.A 


Order from Style Book DM 
FREE: Portfolio of 24 designs. Write Free on request 


Film-Lettering Division 
THE CARR ORGANIZATION . 
sve one sat RAPID TYPOGRAPHERS, Ine 
MILWAUKEE 12, WISCONSIN 305 EAST 46th ST., NEW YORK 17 
MUrray Hill 8-2445 THE REPORTER 


Their colorful border designs 


give imprinted messages drama 




















We don't usually plug a specify 
book or booklet in this ce 
we think this one holds so 
formation for the 
direct mail copy. we Simply 


ittention 


tumn, but 
much in 
improvement of 
cant re 
sist calling to oul 
caine by my copy I vere use my 

happened lo appear on a list 
speakers The letter 
the booklet is also a good example 
of indirect Ahhough 
at our disposal is at a premium, we 
this 
mmplimen 
ther 


‘ mpany ng 


selling space 


want to quote a part of letter 
It starts 
tar\ copy Is 


three 


out by saving a « 
| 


enclosed ind 


these paragraphs 


May be 
enough people 
o well = 


et our inferior 


want to in on 0 di 
rHIs 
make a 


have it 


If you 
rect mail copy I | 
BOOKLET. If vy: ntend t 


speech vou ve us vot to 


Is This a Trend? 


It seems a far c1 from the days 
tombstone 
urities Vor 
investment houses are mak 
of direct mail to explam 
| 


to investors the re - whys nd 


of investment house 
advertising to 
ind more 
ing go vd us 
wherefores of ownership 
Wayne Hummer & o.. members of 
the New York 
( hiv ago get ot nonthtly new 
sheet that 
the mumbo-jumbo of | tment ver 
hbiage. and talks 
al te llow ike trie rut 
Right in the first 


news sheet lay 


change is 
iway tron 
i lang ge that ever 
nderstand 
graph this 
make 
no apology 
What could 


ever 


market 


stock 
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definite solicitation for the privilege 


of handling 


transactions. It is 


your security 
from the in 
transactions that 


possible. If you 


some of 
only 
from such 
these let 
handle 
bank, 
the buying or 
Wayne 
know us.” 

And instead of 


trends charts 


come 
ters are 
through your 


yout orders 


please instruct them to place 
with 


banks 


selling orders 
Hummer & Co All 
talking about 


and and debentures 


issue general comment 
market 
ruage), and 


different 


willing 


each ypives a 
on the 


mans lang 


(written in the lay 
then 
stocks. 


mess to serve 


short 
They 
plus 


analyses f 
show their 
their 


of the investor in the paragraph 


willingness to earn the business 


If you live in Chicago and want the 


latest stock market news, just lift up your 
and dial WEbster 9-1600 


stock 


phone Current 


up-to the-minute news of the mar 


ket is 
cordings which are changed every 
latest 


relayed by special telephone re 


1) min 


utes of the day to reflect market 


trends. This new telephone service is avail 
ible 24 hours a day. It is presented as a 


Wayne & Co 


interested in your comments 


public service by Hummer 


We would be 


after you have occasion to use this new 


ervice 


Watch Your Words 


From an old clipping | find the 


Illinois League for 


- SCRIPTOMATIC 


The only addressing system that prints directly 
from card masters to any type of material (en- 
velopes, booklets, etc.)...or to a mailing tape. 


V CHECK THESE UNBEATABLE ADVANTAGES: 


¢ CHEAPEST POSSIBLE ADDRESS 
MASTER 


Paper, instead of metal or other 


stencil material. 


Prepare at high speed with ordinary 
typewriter. 


Eliminate duplicate lists. 


Reduce filing to 1/16 the space re- 
quired by regular stencils. 


Vv SELECTIVITY AND FLEXIGILITY WITH 


TAB CARD MASTER , 


? Y —- 
en net 


Any tabulating machine card can 
also serve as a Scriptomatic Master. 


Scriptomatic masters can be made 
on continuous form cards, accounts 
receivable ledger, needle sort cards, 
etc., in any size and employing any 
amount of copy area. 


PARTIAL LIST OF SCRIPTOMATIC USERS 
OWNING FROM ONE TO 12 SCRIPTOMATICS 


*National Education 
Association of America 

New York Tuberculosis & 
Health Assoc 

*Walter Field Co 

"Wesleyan University 
Press, Inc 


*U. S. Navy 


"Readers Digest 
*Grit Publishing Co. 


*State Finance Co 

U. S. Treasury Dept, 
Bureau of Distribution 

Concert Hall Society 


*Journal of Living 
*Jackson & Perkins 
Lene Lebel! 
Heeper-Holmes Bureay 
Lewis Howe Co 
Tehuky Electric Power Co. Japan 
Lockheed Aircraft Corp. 


(“Mere than one Scriptematic) 50 


SSH HEHEHE EEE OEE EEEE 
Write for actual case studies and descriptive material. Discover now, 
at no obligation, if Scriptomatic can 


improve your specific procedures. 


SCRIPTOMATIC INC. 


300 North lith Street, Philadelphia 7, Pa. 


©. w2ztomatic. 


R) Scriptomotic is a registered Trade 
Mark of Scriptomatic, inc. 





Write for Sample Book, 
Address Dept. om 


Brighter, whiter Weston Bond makes 
letters look neater, cleaner, more im- 
pressive. It's a rag content paper 
made better by Weston for service 
and economy. Ask your printer to use 
it. Available in colors and matching 
envelopes 


BYRON WESTON CO. 
DALTON, MASSACHUSETTS 


Makers of Fine Papers for Business Records Since 
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JUST OFF THE PRESS! 
MAILING LIST CATALOG 


FREE to Users of Direct Mail 

Use this LIST CATALOG to lecote your potential prospects 

over 3,000 different mailing lists conveniently arranged for easy 
covers all industries, all professions, all sections of 
the country, plus a huge mail order section, listing hundreds of 
tested money-making lists of actuol mail order buyers of mer- 


chandise, services and publications 


DUNHILL 
INTERNATIONAL LIST CO., INC. 


565 Fifth Avenue, New York 
55 E. Washington Street, Chicago 


Plaza 3-08633 
Dearborn 2-0580 














DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mall Order Letters that 
bring beck orders and cath 

Centacting Letters that create and 
maintain good will between sales 
men's calls booklets, folders, 
brochures, house organs, circulars that 
do the selling jobs you went them 
to do. Fully indorsed by «@ nation 
wide clientele. Winner of two DMAA 
Best of Industry Awards Dartnel! 
Gold Medal editor of imP 
the world’s smatiest house organ.” 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 








50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
Individually typed in quentity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 


3744 NN. Clark S$ Chicago 13, til 
Phone: EAstgate 7-54% 








FRIENDLY PROSPECTS 
BUY QUICKER 


} « Bette 
e a 
* « e by type ' business 
aie e Write tor tetaris 


GYMER—2125 E. 9th St., Cleveland 15 











hood printed the following item 
its Newsletter 


4 recent industrial survey found that 


answer to the question Ih vou E. ve 
claustrophobia / } m either ar 
wered No’ of t " ri rT blank 
While all the womer 


[pon further inquiry into the matter the 


investigator found that the men did not 
understand the terr the women had not 
own it either but one of them looked 
the lictionary and found it 


continement oO 


WHO WROTE 
THIS COPY? 


Arthur Schwartz of Commercial 
far. 521 Fifth Avenue. New York 
17. N. Y. sent us the following which 
was mimeographed on a plain sheet 
of 814" x 11” paper Arthur thinks it 
is “a beautiful piece of copy ” We 


agree. Read it Then see comments 


\ ror” APPENDIX 

There was a G.L. from Ohio who became 
ill in Africa durin World War IL. This 
is a copy of the etter he wrote to his« 
Mother enclosing a sketch of himself 

Dear Mom: Where X I da pain 
Simply terrific. No surgeon in our outfit 
so they flew me over the j o a mis 
sion hospital Imagine my ling when 
I found the only urgeon was a young 
fellow about my age. but black as ink 
And the only nurse was even blacker 
Kitchen table wa his only operatins 
table I thought. “Good night! And me 
«> young and handsome!’ So they put me 
to slee; And when I woke up I felt 
ewell. There was ¥ appendix in a bottle 
looking kinda « so | thought I'd try 
to ail it to ve Thought it might be a 
comtort te have that much of me home 
ale in Ohio. But no can do in wartime 


it seems. Sorry 


How come you never told your son and 
heir about thie mission stuff? It's simply 
terrify Take this place no running water 
no electric lights. Qne nurse One MLD 
But everything as clean as a whistle. And 
this VLD. ha a emile straight out of the 
bible before he operates he closes his 
eyes. | guess to ask God to please stand 
by And He sure does. It’s terrific 

Folks get sicker here than they do in 
Ohio Sleeping sickness, tlhies bite your 
toes, Ele phants gore your back. Enemies 
poison your food So this fellow mends 
all these broken people back to good as 
new as 


better Hi voice booms like a hurch 


sin. He just lowe you into getting 
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bell. He just gets you. He makes you 
believe in something you ant taik 


I i him | eave him 


But of 


about 


So when 
| had in my 
S 


nearly enough o now | 


money pants cours 


it wasnt Wish 


youd get Pop to go to the top hospital 
in our town and ask the top surgeon what 
taking the top apper 


then 


is his top price for 
dix out of the top million ‘ And 
| wish you'd make Pop 


black saint here. For 


and this re 


Arthur 
porter agree that there is something 
He doesn’t know 
why, or what he is 


Arthur: 


time | 


Comment. 


wrong. who sent 


it to him, nor 
supposed to do Says 
“It reminds me of the had 
my kitchen modernized, with the dish 
washing machine, and the garbage 
disposal, and a brand new sink 
but believe it or not the plumber for 
got to hook it up with the sewer! It 
was all worthless because of no fol 
low-through.” 
So... if anyone can tell us who 


wrote the copy 01 where Pop was 
supposed to send the money 
well be glad to supply the follow 


lacts. © 


through by printing the 


QUIZ OF THE MONTH 


ANSWER Page 6) 


{from 


Here is how the “nixie” origination was 


explained in the monthly Postal Service 


News, house magazine for employees of 


the U. S. Post Office Department 


A cartoon strip, a popul 
advertising logan 
Nixie,” and it wa 

it was a natural 
Charge John ( Sweeney 
Othee Annex 

The Yellow Kid cartoon striy 
derivation, lhe 
frequently said Ni 


Nix” on this, or on 


remote 
pliras« 
inythin 
became as common as Alon 
about this time 

Tell” was at its 

Sweet bunch of 
dell 
Give me 


your promi 


Phen, out of such a 
erial known to all 
4 sogan tor reatl 


NIXIES 


and thi wa 


evolved ¢ 
new lozeng named 
signed to conceal 
evidence on the breath that 
drinking alcoholic liquor 

gan “Nixies Won't Tell” be 


apollo or (Case 


billboard 


tous as 
down from 


dows, newspapers, n 
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\ “nixie” 
sddressed 
piaces d ‘ 


dress may 


It may be a post 
exist, a street in never-nevet 


ber out of 


at all on 
The detec 
is to go 


WON'T 


It is a 


TELL.” @ 


as we know it is an insufhcientls 


piece of mail, and the word re 


umbersome phrase. Such an ad 


be invalid for many reasons 


ofhee that does not 
land, a num 
nothin 


this world, or indeed 


the blank cover 
won't tell where it 


NIXIES 


tive address 


nmixi because 


A GOOD 
COLLECTION LETTER 


Leo P 
O4 E. 
Ill., says 


ter has worked very 


Jackson 


Bott, Jr.. the idea adman 
Blvd ; 


the following collection let 
well for him. It 


Chicago 4 


could be adapted in many cities and 
towns. You can get the actual fig- 
ures from your local post ofhece. 


Mr. Blank 


the largest post office in the 
1953 it handled 2,530,102,581 
mail and 28,327,296 
With all that 


would go 


Chicago is 
world, In 
pieces of ottgoing 


Ti ks ol 


it is expected that 


parcel post mail 


some of it 


astray 


Since our statement mailed recently 


might have got lost, here is another, I 


you will send us a check before the firet 


of this month, we won't have to burden 


the post office with another bill to carry 
It might be that straw that will break the 
mailman’s back. Have a 


check wont you’ © 


poor heart and 


mail us your today 


Dont let 0] OWE WAY | machine otal? your 2-sided joba ! 
J 


printing and excellent offset lithography are only the beginning. You get more 


vee wones , 
‘=?eeme3 . >” 


, 
. 


MODEL 251 
The “De Luxe” 


DUAL-LITH daar more for your / 


Streamlined DAVIDSON DUAL-LITH Model 251 cuts 2-sided printing job running 
time in half, eliminates work-and-turn and costly tandem operations. Just add a second plate 
segment in a matter of minutes, print both sides of the sheet on one trip through the 
machine, get 12,000 impressions per hour at normal operating speed! It's os simple as 
that because versatile Model 251 is built with the exclusive Davidson 2-Cylinder Principle, 
ond removable segments let you meet each printing need as it occurs. Simultaneous 2-sided 


distinctive 


Dovengraving for expensive-looking stationery and literature ot pennies’ cost, and dry 
offset for long, long runs and better quality color 

Easy turning, easy to operate Model 251 takes all types, styles and sizes of plates, 
hondles stock from light manifold to cardboard in sizes 3” « 5” to 10” «x 14” as well as 
envelopes. Complete line of attachments enable it to also perform letterpress, imprinting, 
numbering and perforating. Heavy duty construction gives low maintenunce and trouble-free 


operation. Compore it! 


y 


Davidson Presensitized plates & 
laboratory Controlled Supplies 
mean top quality results 


DAVIDSON CORPORATION 


Text set in Linotype ¢ Headings in Prolype 
Sees eee eee eee eens 


DAVIDSON CORPORATION 
29 Ryerson Street, Brooklyn 5, N.Y 
C) I'd like to know more about simul 
taneous 2-sided lithography 
) Send Question & Answer booklet 
) Arrange a demonstration 


Nome 


A Subsidiory of Mergenthaler Linotype Company Firm 


2° SYERSONM STREET, SROOKL YN 5, KEW TORK 


Diet uters * @! prime pe! cones ond (erode 
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City 





Direct Mall 


ACETATE SHEET PROTECTORS 


437 N.S th S M iwautee 


my rye’ ’ DESK CALENDARS 
bk Me W. 23 St, N.Y ¢ , m 
- 460 N. Ma breec DIRECT MAIL AGENCIES 
ADDRESSING & LIST CONTROL SYSTEMS j 254 W. S4th St. N 


Jnderw p. | Pk. Ave ‘ 


ADDRESSING MACHINES 
} 146 6 way N 
A Albany 4 
” Ww 5 ) 
43 W. Broadway, N 


ADDRESSING — TRADE 
) h St. Richmond 
e 0 Roosevelt Ave. W 


ADDRESSOGRAPH — SPEEDAUMAT PLATE EMBOSSIN 


® 6 k 4 N 


N 


4220 
ADVERTISING AGENCIES r ; 3 6545 
« 254, Nort 4 p T $5 f 14 
6.4757 
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wy ay ° , ‘ s Let 9-2680 
4186 
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ADVERTISING ART a ok 6564 
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ADVERTISING BOOK MATCHES DIRECT MAIL EQUIPMENT 
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, , shir ng Machines WA 
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r Products 
ADVERTISING SPECIALTIES 20 
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6. 
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6:4 Campbell A tw 
4333 WN. Pulasti Rd 


riave 
a9 4 


AUTOMATIC MACHINE-ADDRESSING SERVICE 
As ales iit We oir N.Y ’ 


. 2 West broadway. N ’ ; . 


AUTOMATIC TYPEWRITING DIRECT MAIL SUPPLIES 
ne 5! a vs & Oe Y 7 4} 
2323 N. Pulaski ® r ' ‘s ; 243 N. Wate 
1/44 N ark r | 


ELLIOTT STENCIL CUTTING 

Address e Ster & Mach r r 64 W. 23 SI 
eo ut Dug ating 49 Broadway, N 
eat*ve Mailing Service 460 N. Ma 5 f 

tt Addressing Mec! 7 Leona : 


ENVELOPES 
an Envelope Mig. Corp... 60 Beekmer 
an Pape Products 


¥, 


Jusinvie L 


BUSINESS BRIEFS 


CATALOG PLANNING 


5 4646 
OF W. S5rh St. N.Y 


] HA 2404 
' T aveles f 7 e PR 1.3960 
CHRISTMAS STATIONERY ve nvelope ’ pt + has Sane 
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~ ae oe A , . AR 5-22 Trans Envelope ? ersey City, N HE 4.1587 
COPYWRITERS (Free Lance) nited s Envelope | Springfield 2, Mess. (RE 6-721! 
of ecksor Bivd United States Envelope Co 217 Breedwey. N. Y.. N. Y. (BA 7-5700 

aN ‘ : Well Detroit Envelope Co... 14700 Dex Bivd., Detroit 32, Mich. (Di 1.2272! 


REPORTER OF DIRECT MAIL ADVERTISING 








ENVELOPE SPECIALTIES 


149-81 E. 22nd St ev 
FOREIGN MAILINGS 
9! 7th Ave 


FUND RAISING 
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IMPRINTERS — SALES LITERATURE 


ulation Associates 226 West Sért 4 
P. MacAdems Cx 30 h Bridgeport 3 


INSERTING SERVICE — AUTOMATIC MACHINE seis ; ; acil of Me 
wide S3 4th Ave., Brooklyn 32, N. Y 
' MAILING LISTS — BY SUBJECT 


MPARE NAME N PARENTHE 
f MPILERS & OWNERS 
Ker ca ! 
100 00K 
A 


INVISIBLE INK LETTERS & POST CARDS - COMPILERS & OWNERS 


Ave 4 


he 


INVISIBLE INK POST CARDS 
test ange, N 
LABEL PASTERS 


200 N etert 


LABELS 


We 
LETTER GADGETS 
4 Ww. 4 


LETTERHEADS 


efferson Ave.. W 


Ww 


MAIL ADVERTISING SERVICES (Lettershops) 
CHICAGO 
etle at 
Mailers 
The Rylende 
CLEVELAND 
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COLUMBUS 
wv A 
DETROIT 


Adve ‘ 
s& 86 

HOUSTON MAIL ORDER AGENCIES 
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LOS ANGELES MAIL ORDER CONSULTANT 
Atles Letter Serv 2 j 18 . 
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MATCHED STATIONERY 
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MULTIGRAPH SUPPLIES 
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’ PACKAGING 
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A 


TORONTO, ONTARIO 


MAILING LISTS — , 
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BROKERS 
+ WN (Continued on following pa 
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PRINTERS — LETTERPRESS & LITHOGRAPHY 


COUNSEL 


PB E 40. N 


SALES 


y (Mail ¢ 
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J McGee Jr DMAA pre sident and 
president of Old American Insurance Co 
His talk was full of advice for upgrading ’ e 
direct mail proving that “Good Direct 
Mail Gets The Best Attention 
. o diternoon Sessior Robert Stone Na 
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York Direct Mai Da ponsored j B. tL. MAZEL, president of B. L. Ma ! = uivertising! is conducting L5-session 
WASA. DMAA and 4) ther operat work hop course fir t at Ne y k I rei porn ored by DMAA 
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Sort Faster...Collate Faster | 


; 4 
cur Nosts | My Mail OrderDay | gi 


with ' By Jared Abbeon } 


fingertip magic The new year is now well upon us On the other hand, yesterday | 
and in about 6 months I[ shall get sent an airmail letter to one of my 
used to writing 1956. It is hard to overseas manufacturers containing 
find anybody can give the straight detailed instructions for the manu 
story on what happened towards the facture of an item I hope will prove 
end of last year. Our firm made a good seller. The airmail postage 

out well in spite of the biggest ship on this letter came to $5.50 
ment of Christmas goods not arriy which is the opening pop-gun in a 
ae ing until December 28th. So we are deal where I shall invest close to 
NO MORE IRRITATING, CLUMSY pushing these items now and $4,000 in merchandise and advert 
RUBBER FINGERS OR UNSANITARY, MESSY SPONGES earliest reports look good. It seems tising before I know if it will pay 
WHEN YOU USE SORTKWIK that every year there are some folks off No fortune, but a heavy risk 
who wait till after the rush to buy into the black depths of Mail Order 
at their leisure Taking the time lag into effect. I'll 





We got caught short on one item have the answer about February ot 

for kids selling at $19.95 and had March of 1958 
to substitute a Deluxe model selling Anvbody else want to go into the 
lime-tested by direct mail firms for $24.95 on all the orders. Some High Profit. “Money Cascades out 
throughout the country to speed up col lucky children got a break and we of the envelopes very day - Make 
lating and sorting of course didn’t lose anything as all a Million Fast Low Investment 


‘ e 1.OO Te oO the over orders were up in the Mail Order Game.” as one of these 


) 


gravy column touts who sells suckers a get rich 


LEE PRODUCTS CO. Have been hearing some gloomy — quick in Mail Order Course is wont 


Dept. &-3 reports from one or two of the top to promise 
2736 LYNDALE AVE $0. © MINNEAPOLIS 6. MINN houses. Ohne man 1s reputed to be ® » e 





filing bankruptcy papers again. 


Spe aking ol money You will save 
It's not the first time for this mul 


many a happy dollar by sending $10 
timillion dollar outht One old to Klein & Co.. 27 East 22nd Street 


a aatit 


friend in the mail order business Maw York 10. N } for their 1956 


. , =) i ! \ sh uld I 
wa erying hard on om o (it edition of Guide lo {merican Direc 


that T made a tentative offer of a forties for Compil nz Mailing Lists 


» WIE Week), dP ‘small loan He looked at me in If you buy lists it is literally worth 


y Si “"—n , t over 
Get sales cimec ‘deus laybul dignantly : ind ~ h Til net o its weight in gold. Nuff said? 
firnimd by ire On ~ a ) ‘ars ago 
ey nished art tor ¢ mail BY S10 this year ul two years age Laake Mie ane af am publicity re 
MAIL trom a@ DMAA Bew of industry | made $35.000 Roo hoo hoo 


> ane te india a te leases really hit paydirt. Four or 


@ seal agency with . * ° five editors have written that they 
th "the adver {n old question pops up in the are using it. including a call from 
work with “the edver 


AD SCRIBE. a an 
12) io start a Mail Order Business? The in preparation to running a para 


mail: “How much money do I need Look Magazine checking some facts 


44). North Canton 
on 1 
answer to that is Yes | started graph ig tt anaes. ae Th sont 


my present outfit by filing papers at release to the usual crowd of shop 
the county seat { price under $5) ping editors we always include the 
Then with the papers | opened bank biggest national publications as a 
account starting with a deposit of matter of course even if they 
$20. My first check drawn in the dont happen to have a New Prod 


We Need A amount of $3.75 bounced higher ucts section. Every so many releases 
ball they are about to 


than a rubber I had signed it we hit one when 


Direct Mail Executive wrong. My first year’s rent was $72 do an article on a related subject 


Six dollars a month for a drawer Then it is “all hands to the sh p 





National concern now operating in ” 
P g in a public stenographer s office (in ping table One chap told re 


60 markets with the home office in 
ened cluded phone answering service) awhile back that he got a major 


Midwest needs a top notch man The first year’s gross profit was $75 break on his item in one of the top 

who can take over administration leaving a net of $3 for the b or 5 magazines in the country 

ry ies mee eo years labor Of course, let re Before the smoke cleared away he 3 
quickly point out that this was a got 4,800 orders at $2 each 


ilimited future. Sales and « er ’ 
py iaanie Sales adv spare-time enterprise and | wasn't On the other hand, I once cracked 


tising background helpful 
worry . } . F dependent on i for my vittles. a dozen national columns for a 


Write the Reporter Box 34, Garden 


City, N. Y 
THE REPORTER OF DIRECT MAIL ADVERTISING 








Rotes $1.25 per line (75¢ Situetion Wanted) Minimum 4 lines 


CLASSIFIED ADVERTISING 








ADDRESSING PLATES 


FOR SALE 








ELLIOTT STENCIL CUTTING 
ADDRESSING LIST MAINTENANCE 
SUPPLIES 
Box 31, Reporter, Garden City, N. Y. 


SPEEDAUMAT—Three line embossing—$35.00 
per M. Also “8B 
for prices. Advertisers Addressing System 
703 No. 16 St., Louis, Mo 


and “E’ embossing—write 


SPEEDAUMAT PLATES EMBOSSED 


Base Price $32.00 per 1000—Free Delivery 
Price includes 3 New Speedamat 
for each 1000 plates 
Special lower prices on quantity orders 
Occuponcy Lists and Repeat Copy 
We Use Fully Automatic Graphotypes 
QUICK SERVICE — ACCURATE WORK 
LARGE CAPACITY 
Attractive prices on quantity runs to the trade 
EMBOSSO-PLATE CORP 
3118 Quentin Road Brooklyn 34, New York 
DEwey 99-3186 





ADVERTISING AGENCIES 





For pulling direct selling mail order odvertis 
ing campaigns in newspapers, magazines, 
trade papers, consult Martin Advertising 
Agency, 15 E. 40 St., Dept. 33A, N.Y. LE 2 
4751. Est. 1923 





SITUATION WANTED 





CAPITAL AND EXPERIENCE TO INVEST 
Vice-president with major advertising agency 
seeks to join a direct mail organization hav 
Southwest or 
Virginia-North Carolina local Box 36 The 
Reporter, Garden City, New York 


ing own lettershop. Prefer 


GRAPHOTYPE, model 6341, new in original 
case. All caps. Bargain. HARRY J. ABRAMS 
124 L St. N.E. Washington 2, D. C 


4 Graphotype machines for “B’ plates 
Model 6340 

EMBOSSO-PLATE CORP 
3118 Quentin Road Brooklyn 34, N. Y 


DEwey 9-3186 


3400 Addressograph 
1 used 3400 Addressograph Machine. Excel 
lent condition. Priced to sell. Write or call 
Arlo D. Roberts Co., 644 E. Grand Ave., Des 


Moines, lowa 





HELP WANTED 





Advertising Manager 

Can you take complete charge of ad depart 
ment now creating and producing mailing 
pieces and trade ads? If so, you can have 
a real future with us 

Rapid growth in world-wide expansion has 
created this new executive position within 
our firm; opportunities unlimited; experience 
will determine salary. Write particulars to 
Reporter, Box 33, Garden City, N. Y 


Direct Mail 
Administrative Assistant 
Top mail order firm. Good chance advance 
perienced, to coordinate details, fulfillment, 
lettershop, shipping. Write The Reporter 
Box 32, Garden City, N. Y 





Lists 





CANADA’S BEST MAILING LIST 
260,000 live names on Elliott stencils 
Call your list broker—TODAY 


or Tobe's, St. Catharines, Ontario 





HOUSE ORGANS 





External House Organs increase your pres- 
tige and strengthen your good will. 200, 
$8.00; 1,000, $16.00. Luther Kohr Enter 
prises, Box 501, York, Penna. 





MAILING LISTS 





5517 Fishing Tackle Dealers—$60.00; 3617 
lug. & lthr. Gds. Retl.—$39.95 3013 Toy 
Stores—$29.95; 4837 Stationers, Retl. Comml 
$45.00. Sold in sections. Copy on labels 
Catalog. NEW OUTLET 
N.Y.C 


dupl. on sheets 
SURVEYS, 60 E. 42nd St 


For rent 500M names—buyers of electronic, 
hi-fi and optical goods. Brokers protected 
Write The Reporter, Box 35, Garden City 
™ ¥ 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
(Constantly Corrected) 
Retailers-Wholesalers- Manufacturers 
Banks-Churches-Institutions 
® Choice of 350 Other Lists © 
We Charge ONLY for Addressing’ 
Usually Completed within 3 Days) 
Write for FREE Catalogue 
SPEED-ADDRESS KRAUS CO 


48.01 42nd St., Long Island City 4, N. Y 
STillwell 4-5922 





REBUILT & GUARANTEED 





Addressograph Speedaumat- Elliott Addressing 

Mochines. Graphotypes-Cabinets-Trays Plates 

Frames. Mimeographs-Multiliths-Tying & In 

serting Machines-“Hook-on” Tray Equipment 

1 Buy and Sell all Direct Mail Equipment 
James Eckstein 


326 Bway, N. Y. 7, N.Y HAnover 2.6700 





TYPE FOR OFFSET 





Save with FOTO-FONTS. Unit cost per font 
only 20¢!1 Easy to set and align—shorpest 
reproduction. Free somples and details. A.A 
Archbold, Publisher, Box 20740-K, Los Ange 
les 6, Colif 





MY MAIL ORDER DAY, © ontinued 


grand total of 16 orders. Of course 
if | had tried to buy the 


would have spent over $3,000. So in 


spat e | 


a way, that release was a profit. 


Speaking of the value of public 


ily the new 1956 « opy of Racon' s 
Publicity Checker iR H Bacon 
& Co 43 South Dearborn Street 


a, 


LETTERS WITH THAT FOLKSY TOUCH 





“Chat Jellow Botts 


Leo P. Bott, Jr, 64 E. Jackson, Chicego 
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Chicago 4, Hlinois, Price $15.00) 
has arrived. Just in the nick-of-time 
My 1955 edition was so marked up 
with notations that | was pasting 
stickers 
structions to the lettershop on them 
This book lists over 3.240 publica 
tions that accept publicity 
fied into 99 market groups. | used 


along the edges with in 


. classi 


to use cumbersome files till I learned 


about Bacon's. The other night I 


on oe oe oe 


= ~ 


—_ 
— THE PERFECT 


“7 Lowcost } 
A 7 
‘SS opm LABEL bey onal 


tossed out most of my old files, So 
if you are in the mail order business 
listen to Old Jared and get a copy 
cause you can be darn sure I'm 


wont borrow you mine. 
* . . 


Abel Green 


sends out a 


Quickies: Neat idea by 
editor of Variety: He 
printed letter reading “Dear”, then 
the full page “Thanks”: on the bot 
tom “from Abel Green”. @ 








as { 
<_ BITGI ros 
. ‘ele . ather the 
Offset repros and mailings 
HE TTER Lat 
ago 2 














WORE NOVES 


OnTIN 





Continued from Page 13) 


asking him what he was trying to do 


One of the funniest words was “prouce 
which upon examination could on! 
mean produced If you are using 
automatical typed letters alway ne 
ure to have a good spot-checking 

tem which should uncover any dama 
ged parts on the mast roll 

— 


eee 


A COLORFUL NEW FOLDER from 
Addressograph Multigraph 


highly recommended if you're in 


Corp is 


terested in converting to electronic list 
maintenance und high speed list selec 


tion. Complete with ample mastet 


Addressagraph 


FACSIMILE PRINTER 


A 


record card and address strip tipped 
on, the folder explains how the Ad 


dressograph Electronic Printer scan 
typewritten cards and produces 4-lin« 
labels at speeds of 36,000 per hour 
Also briefs the operation of the Ad 
Printer which 


dressograph Transfer 


automatically feeds a wide range of 


envelopes folders broadsides etc 


producing direct imprint addressing 
You can get the folder by writing to 
A. A. F. Wike, electronics sales mana 
ger, at 12200 Babbitt Rd., Cleveland 17 


Ohio 


eee 


1F YOU WANT TO SEE some fine 
printing reproduction of wood texture 
Wickersham Press, Inc 
Star & Borden Aves. Long Island Cit, 
1, N. Y. Ask them to send you thei: 
portfolio titled A Wickersham 


Presentation. Contains a beautiful ful! 


write to The 


ample 


color booklet they produced for US 


Plywood Corp showing magni- 


ficent reproductions of weldwood 


paneling. Top drawer stuff 


NEWSLETTER 


which 


AGENCY SERVICE 
a new 8-page publication 
hould be a 


urance people 


must” reading for in 
The newsletter is put 


Advertising 


advertising 


lished by the Insurance 
Conference made up of 
executives from major fires and cas- 
ualty insurance companies selling 
through local agencies and brokers. It 
advertising 


reviews thirty-four local 


and public relations compaigns now 


heing conducted cooperatively by 
groups of insurance agencies. Also list 
material and ideas available from in 
urance companie insurance associa 
tions and independent public relation 
firm President secretaries and pub- 
lic relations chairmen of state and 
local associations of insurance agent 
can get it free by writing Mrs. M. C 
Ellison Insurance Adverti 
ing Conference 14003 Barcalow St 
Philadelphia 16, Pa. Other 


can receive the newsletter for 20¢ px 


secretary 


Somerton 


CHILDREN GOT A TREAT... from 
the West Coast 
1410 S. W. Morrison St 
Ore. The association produced a com 


plete story book titled The Happy Lit- 


Lumberman Assn 


Portland 5 


tle Handsaw designed to introduce 
children in primary grades to the West 
Coast lumber industry. It's an excell 
ent public relations builder, with onl; 
mention of the association in a copy 
right notice. A professionally written 
story by WCLA advertising-promotion 
Mahaffay 
Eaton, and a quality 
full-color lithography job by Abbott 
Kerns & Bell Co. makes The Happy 


Little Handsaw just as good as a lot 


manager Robert E exciting 


pictures by Milli 


of commercial children’s books on the 
market. Although quantity distribution 
is limited to schools in Washington 
Oregon and California, you can get a 
single copy if you write to the associa 


tion at the above address 


SPECTRACHROME AND SPECTRA. 
PAK are two new 
invented by W. M. Brown & Son, Inc 
color printers at 700-706 S. Belviders 
St., Richmond 5, Va. After a four-yeat 
Brown & Son ha 


printing proces 


pe riod of testing 


expanded their plant by 25,000 square 
feet to accommodate equipment for the 
A Prog- 


ress Report recently issued by the com- 


new color printing methods 


pany explains that Spectrachrome is 
the process of “combining concentrated 


inks of 


color with 


varied nature and selective 


certain finishes, coatings 


and/or textures for obtaining maxi- 


mum brilliance, lustre and tone in 
color reproduction.” It also says that 
materials can be specially treated to 
produce an exceptional high gloss with 
the Spectrapak proce Write to Brown 
& Son at the above address for a copy 
of the Report and samples of the new 


processes 
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IT’S FASTER! ITS ACCURATE! IT COSTS LESS! 


¢ 
- 


“The fastest addressing equipment on Earth” 
now enables us to give you more accurate and 
less cost production on all forms of direct mail, 
tabloids, circulars, catalogs, self-mailers 


Our newly installed high-speed machinery is 
ideal for mass occupant addressing as well as 
Our serv- 


ice can include the handling of regularly sched 


your customer, prospect or sales lists 


uled mailings . maintenance of your lists 
keeping it clean, up-to-date, and READY FOR USE 


at all times 


This is your Opportunity to profit from equip- 
ment designed to reduce your mailing cost, at 


the same time, increase your efficiency. We 


eee eeeariiaiialdl 
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invite you to visit our new plant where 40,000 
sq. ft 


mailing services 


is devoted entirely to modern, up-to-date 
Write or call for further infor- 


mation 


Our Occupant Lists, engineered for Chain 
Store and regional mailers, cover seven 
(7) states plus spot coverage of many sec- 
tions of the United States. These lists are 
now being converted from our other ad- 


dressing systems to Pollard Alling. 


W. A. STORING CO. 


239 N. 4th St. 


OCCUPANT ADDRESSING @ CITY 


Columbus 15, Ohio 


COUNTY, STATE COVERAGE 


CApital 8-574] 


® MECHANICAL ENVELOPE STUFFING © PREMIUM MAILING 


Affiliated with “Occupant Mailing List of America, Inc.” 





